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the difference in I Kansas TV is 




A single buy gets you more than half: The counties . . . 
The population ... The consumer spendable income... 
The TV homes... of prosperous Kansas. This includes the 
rich, South Central area that encompasses Wichita, fourth 
fastest-growing city in the country during the past decade 
To Sell Kansans / Buy KTVH . . . 
With 1504-Foot Tall Tower Power! 



KTVH 

WICHITA /HUTCHINSON 
'fj5' BLAIR televibion 



II DAY AT 5 



Same gupi as Ripildi ti|f 

km JL RWttids* agency , Wiffiam jasty » P^Ed Friday at 5 (Feb, 7) to 
if ®ut of wis radio sishfedmle after-school and, weekend taws on stations with 

juvenile af peal mild tremors ran through tofaOft industry offices, 

leyndds? Ofttatons, Salems, Crafr- 
els) was at pains to m «#> Passive 



shift or sulptantill adjustment en, our 
retail radio advertising badgef' ; v*a§ 
tipiterway, but th«fe will he; changes in 
er;|«f wirfs big accounts) estimated 
up 6b $7 million between spot and net- 
»■&$£. Speculation was rife about other 
tfflj^a plans- at- the same ifee. 

la .aidftfan. to* biffing reaction* ah--' 
eAtr elect of Reynolds' direaive to 
its g'genef to increase teenage radio 
atratien will be lo heighten a research, 




p m among aafionatiy syndicated 
services, each advertiser/ agency, sta- 
6m and -rep is working ml andiance 
data the best Ire can in the effort to 
li»k matam Radio ^dfertilixig Eur- 
eaa say* al "least IS'# off all. radio- lis- 
teners are 11 years old and over. 

Media with established adult images 
arc- C®nfiif» Of getting whatever 
ikyifslds funds are withdrawn from 
pst-sehojil and weekend time on 
%eker" stations.-. Reynolds itself is 
persuaded that most of radio .is altfl 
anyway, bM Jtsbabl* decided, to sift 
it$#h.cduie finer as part of the media- 
pvemment cfraift reaction foil-owing 
As federal cancer report from the 
Sui^een-Generai last month> 

vftie Media waited ;® mm radio 
cancellations,, rumor mills were busy 
speculating fer network TV budgets; 
for cigarettes might be cut in favor 

of 'Kifirc .talectiyg. spending In spats 
| Leriltofl^ n$-me was mentioned in 
addklftn to Bsty*s, hut no suhslantia- 



id. Roth TV and 
rt cigarettes sched- 
nerisafl Tobai^l 
rts at the end of 

mm, Pel* 3? 



t&$ muli bl 
tkim networks 
tiles intact wi 
Bancellatten .of sport 
cartfint ftantraBtsi f»I 
the.- -only pffidifpble 

Ampl|fyin| Its directive- S3 Bsf to 
re-ixamifte all of its radio, R, J,. Reyn- 
old* said, "In the Gase of radio it is 
psbaMe -that every time period on 
nesffy every station has an audience 
composed primarily of adults. How- 
eyf*> during tton-sdiaol hours the 
ratfe gf >ffung people- in the audience 
increase* on certain' stations; asewds 
te the musical programing, per- 
ssadity of the ain#iin#ef* iad other 
reasons. 

"Wc 



t:onin; 



are giving sindy- to re-pasl- 
our Biptjtmetciars :0&fupyi'n;g 
certain ttefej periods on sextain sta- 
fm- so m to further acfiwpllsh mt 
adult audiences." 



IMIMtps Cigarette Issue 

GronndsweJJ af *w*ft and &&> on the 
cigarette md health hazard problem at 
fedftral level .seems to be growing;. 'The 
President omitted cigarettes, fin Ms 
spefM eoBSumer message^ from the 
Ust of rosHMrtics, drags, pesticrdes et 
al* in fnlmed&tte need mi tighter legis- 
lative and agency pidfcfng. 

Government tohaicco research pjrv 
grani vtffk add we!)|h| to tbe cantton- 
tey slosvdasvn, fcuse Agdculture 
Committee Chainnan Harold B. Co<^ 
ley has anntfuncied Ttihacco Subcom- 
mittee approval of giant research pro- 
gram to s»dy health fftttors in natnral 
tobacco and In the processed pror 
ducts, Passage by the lull conlmlttei 
and by the 'House is .expected to be 



Tobacco growers, manufacturers 
and advertisers pin stroRgest hopes on 
research that will take the hazard out 

■of the smokes 'before a tobacco cut- 
# drag -on the economy.. 



A, C. Nielsen reaction to the emeella* 
tion of its :MSI serviee by Sterer group 
contains a hint, although a thin one, 
of possible pro^eittral revision. The 
point at issue, wiMher or not Ifielsen's 
use of call-letter entries only la its 



diary is effee'tive^ is in esienee ^an ob- 
jective researdh question,," said Niel- 
sen? iand tie plan is W> study the 
itorer evidence. 

However tie rating firm stressed 
that it has tested, other diary methods 
in the past, including program names 
fftl ditf nnnibers aad abandoned Aem 
in favo»r of its present modus oper- 
andi. The proMein with program titles, 
according to Nielsen, 5s that name 
shows are easier to remember an J 
thetefwre tend t$> gtf| listed mote often; 
among many negative factors in the 
use, of fthannel tttigj'bets %m overlap- 
ping areas, CAT¥, and translatciSi 

{With all feseamh owfrts <4to1*Nd6Ufy 
tmsimmg cirefr pmmdur j, far tM Dmn 

E-mneiii it .might be the must &p- 
0atom time for my mm and vammM- 
tiimlis neeemary Mteiseit toe-ties. Tbe -ARM 
nagr, mMeh gmj iAe Smut vsm of eaa- 
fiidBme." ^fefy-' ;fa%&pers necord channel 
mmim, pmgmm titles, and eai imam, 
.^mimiesimu «M three and ming mil three 
•am dtffenmt thiags. tf, all three 
tmd, torn are mtuffmk mmkmiT) 



MAD AT HENRY ? ? ? 
I'T SEEK AIRTIME 



Anyone irked by FCC Chairman 
Henry's statements in tbe murse of 
an aired program* Will have to reply 
on his own paid^far time. FCC last 
week upheld NBC fefttsal of equal 
(and presumaMy free) time requested 
by Dr. Carl Metntire, president of tbe 
International C&uncil of Christian 
Churthes, who wanted to reply to 
Henry's remarks during a a Meei the 
Press" program, an tan, 8. The doctor 
had demanded equal time, to present 
d barrage of criticism of FCC, so 
American public could see Mother 
side** 'N0C had politely told him 
that none of various matters b$ wanh 
ed to argues were discussed on pro- 
gram, so there was no reman to 
&blige. FCC said NBC did right. 



Alberto-CuJver buys radio 

for audience it's mlssjng 

AlbertO>Cnlver's loquacious president 
Leonard Lavin wasn't bluffing last 
November when hfe told the TvB an- 
nual meeting he thinks television is 
out J pricing itself. Pressing the point 
again last week — this time to Canadian 
broadcasters — he revealed that radio 
will profit from a TV cutback and in 
fact* is doing so already with New 
Dawn. 

About S0% of the introductory 
budget for the hair coloring, one of 
A-C\ top cards for '64. is currently 
at work in spot radio. Advertising 
manager Charles Pratt amplified for 
SPONSOR that some 30 markets are In- 
volved, with network TV doing the 
rest of the job. Whereas spot TV will 
be added in the Spring, Pratt revealed 
that network radio is seriously "being 
considered/ 

Lavin also told the Radio and Tete- 
visifn Ejceeutives Club in Toronto that 
he has become convinced radio de- 
Jivsrs an audience Alberto-Culver had 
been missing, whereas he previously 
thought it would siihply duplicate the 
reach on TV. 

This could be a blow to television 
which has* in the past eight years, 
counted Alberto-Cui^er as one of its 
blggfest boosters, Lavin has repeatedly 
eilog&ed the medium for building his 
business up from nothing to tWO mil- 
lion; and last year he poured back $30 
million into spot and network. There 
was this consolation: the cosmetic 
company's ever-increasing billings will 
stay ilu the broadcast family, at least 
for the foreseeable future. 



M 
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FM listener surveys near completion in top markets 



Major advertising agencies and 72 sub- 
scribing FM radio stations will shortly 
begin receiving exclusively FM audi- 
ence measurements taken in the ten 
top U.S. markets by The Pulse, Inc., 
in behalf of the National Assn. of FM 
Broadcasters. Subscribers are either 
FM-only or separately programed FM 
stations in New York, Los Angeles, 
Chicago, Philadelphia, Detroit, Boston, 
San Francisco, Cleveland, Pittsburgh, 
and Washington. Rating books for in- 
dividual markets will begin being issu- 
ed as soon as they are processed, re- 
search officials of Pulse said. 

NAFMB president James A. Schulke 
said the survey cost $35,000 and was 
undertaken to "help our medium win 
its proper share of today's advertising 
expenditures," by providing "the most 
comprehensive figures ever available 
on the true magnitude of listening 
habits among FM families." 

He points out the FM audience for 
the entire FM coverage area of each 
market will be estimated — similar to 
TV coverage areas — rather than using 
the U-S- Census-defined metropolitan 
areas as is done in most AM rating 
research. 

The sample universe for the ten 
markets is some 20,000 homes distri- 
buted over 1,000 sampling points. A 
2,000-home sample in each market has 
been designed to produce an approxi- 
mate 800-home FM sample. In each 
market it is distributed over some 100 
sampling points, a considerably greater 
amount than is usually employed in 
this research technique. 

The fating books will report seven- 
day average quarter-hour audiences 
by day-parts as follows: 7-9 a.m.; 9 
a.m.-noon; noon-3 p.m.; 3-6 p.m.; 6-8 
p.m.; 8-10 p.m.; and 10 p.m.-midnight. 

Schulke stressed that "the findings of 
this research will help put FM in the 
proper perspective among major me- 
dia," adding that it is "only the start 
of many other important and continu- 
ing projects which are moving forward 
on our schedule at NAFMB and will 
be announced shortly." 

He adds: "In view of the fact that 

NEW FORD MUSTANG PLANS 

Advertising for Ford's new Mustang 
model (through J. Walter Thompson) 
will break in mid-April, when "poor 
man's Thunderbird" is to appear on 
market, with a substantial schedule 
of participations on three TV networks 
added to regular Ford sponsorship of 
p.m. EST.) No spot is in the media 
mix at the moment, but Mustang will 
be on Ford's NBC and MBS network 
news shows. 



the Broadcast Rating Council is not 
yet in a position to actually audit a 
rating services this responsibility is be- 
ing accepted by the NAFMB for these 
surveys until the Rating Council is in 
a position to accept its designed re- 
sponsibilities for auditing." 

INSTANT SQUND-QN-FILM 

Eastman Kodak, largest supplier of 
film stocks to the TV industry, is 
launching a new product development 
which puts film firmly in the running in 
one Of video tape's strongest areas*, 
speedy playback on the air. 

As a running mate to its single-sys- 
tem "Reflex Special" camera and its 
Viscomat process, Eastman has devel- 
oped a new high-speed panchromatic 
1 6mm film, Type 7229, which can be 
processed to a dry negative within two 
minutes and which is pre-striped with 
magnetic material for single-system 
sound. 

Possible use for the new film in TV: 
news coverage, sports, and on-the-spot, 
news-value commercials which Can be 
ready in minutes for use on the air, 
The film is available through Eastman 
professional channels; the Viscomat 
processors are sold by Eastman with a 
price tag of $12,500. In the works: a 
full-color version of the new film. 

Color UHF Going to Crosley 

Crosley Broadcasting, which now Oper- 
ates four VHF TV stations, has bid to 
acquire a UHF — WLEX-TV Lexing- 
ton, Ky. One reason for move, accord- 
ing to Crosley president John T. Mur- 
phy, is that his company has been "a 
foremost proponent" of color TV pro- 
graming, and WLEX-TV was "the 
first UHF station in the country" fully 
equipped for colorcasting both net- 
work and locally originated shows. 

WLEX-TV began operations in 
1955 and currently carries a selection 
of programs from both NBC and CBS 
networks. 

Webs prepared as NABET votes 

Threat of strike by 4,500-member- 
strong National Assn. of Broadcast 
Employees and Technicians (AFL- 
CIO-CIC) hangs over ABC and NBC, 
but both networks are long-prepared 
and have assured advertisers, agencies, 
and public there will he no disruption 
in service. At week's end, N, Y. local's 
executive committee voted to recom- 
mend full membership reject proposed 
contract in secret balloting by mail 
due to begin this week. 

Pact had been worked out Feb. 2, in 
negotiations at San Diego. Balloting 
will be conducted by NABET's inter- 



national affile at Chicago. Con 
vote count not possible for two wesk 1 
NABET members are currently wort 
ing under extension of past 60tft» 
which becomes void in event of refi 
tion of a new pact. 

Surprisingly, salary isn't main piijJ 
of contention. Union is worried ata 
automation's threat to job seeuri 
plus working out what job satejori* 
NABET is to ha»e jurisdiction of| 
Union spokesman, emphasizing 
for planning for incursion by atl 
tion m his field, stated: "What good 
a pay raise if automation wipes A 
jobs all along the line?'* 

Meantime, ABC and "NBC {ft 
stressed that their service will eflnti 
as usual if a strike should OCCU*- 
said they will not lose, any eomms 
time at all — either regular of spjsj 
since non-technical personnel h5 
been trained to step into other J 
when necessary* 

SEVEN ARTS OFF NUT 
UNIVERSAL PQST-imm 

Visitors to the Pan American Bui 
ing offices of §even Arts in New ¥©i 
late last week were startled to S6lH 
corridor floors covered with some 1 
200 legal-size sheets of paper Whil 
most of SA's secretarial staff S 
into neat groups. The bumper eroj. 
paperwork — enough to fill H Pffi 
— ■ was the contract between SA 
the CBS o&o's (particularly 
TV, New York) which hip? " 
the SA-distributed library of 215 
1950 Universal movies. The dell 
quired 45 individual contracts — eg 
in quadruplicate. 

Paperwork or no paperwWk^ 
had good reason to be happy. The 
eral syndication release on the 
versal features w©n*t happen 
February 12, following a cm 
sales meeting in New York 
starts today (10), Howtver, .8Q 
virtually "off the nut" before It 
starts. A corporate source at SA to) 
sponsor m Friday that pre-rele» 
deals for the big feature library § 
CBS and ABC ©&0*s, with Other " 
pending) already amount to $21 
lion. SA's deal with Universal call! 
initial cash payments of $21 jx mill 
($100,000 per feature), so SA 
has $500,000 to go. Beyond this w 
SA splits the net take with Univers 

SA is also branching further if 
the production realm. At tbi 
meeting this week, staffers will be 
that Seven Arts plans a second M 
series with the Boston Symphony ; 1 
first series is sold in some 40 raarke 
largely to banks and utilities), pji 
series with the Boston Pops. 




Fearless Review 



<t to fee outdone by a well-known syn- 
dicated columnist, who reviewed his own 
recently published boak with relish 
f* • - . in this reviewer's humble opinion 
the best book published this year'*), we've 
decided to apply the technique to a radio 
station. 



Boldly falsing the question about 
Iowa (*% it just a farm, state?"), 
WMT answers, resoundingly ("No!") 
and effectively ("Why, Iowa's an- 
nual personal income from non- 
agricultural activities tops farm in- 
come; $3,2 billion to $2,8 billion,"). 

WMT% many-splendOred wattage 
drives its 600 kc's over, under, 
around and through loam, limousine, 
tractor, factory and silo. The station's 
well-modulated voice carries news, 
weather reports, stock reports, time 
signals, interviews and music with 
singular verisimilitude, eliciting pas- 
sionate attention from countless* 
listeners, 

WMT is delight from sign-on to sign- 
off. Its pervasive signal fills the clean 
Iowa air with waves of character. 
And ft© wmmercials! Minutes pass 
Ife station breaks. Exhortation be- 
comes, unassailable logic, the merest 
suggestion a powerful command,. 

The conclusion is unescapable; No 
time buyer should be without at least 
a 13-week supply, renewable like a 
eomf Q rting p rescri pt To a . 



*€stmtfes$, hut sampled and projected; 2.0:1,- 

SSO mdia Immm in 46 torn, 4 WiscQwm, 

2 Mlinois ami 2 Minnesota counties (NCS 
W weekly cmemgei. 




WMT-AM 

CBS Radio for Eastern Iowa 

Mail address: CEDAR RAPIDS 
National Representatives: 

The Katz Agency 
Affiliated with WMT-TV; WMT-FM; 

K-WMT, Fart Dodge; WEBC, Dnlutfe 



WTVO 

ROCKFORD, ILL, 

appoints 

Blair Television, 

BTA Division, 

its exclusive 
national representative, 
effective 
February 15, 1964. 
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GENERAL 

The ad business and Uncle Sam — economic footwork 

Genteel square-off between regulators and regulated at AFA-AAW's 
Annual Mid-Winter Legislative Conference as U. S, Chamber of 
Commerce holds own session 

Collins lauds NAB Code "image" role 

Broadcasting group's activities, plans for increased 
self-regulation are probed by president in New- York 

RKO-ARB study out to shake up ratings 

Client questions anticipate national, local service for radio 
with comparative media data from diaries 

ADVERTISERS 

Oklahoma Heritage: success continues 

WKY-TV's locally produced series is judged a winner by 
Oklahoma viewers and Gluimplin Oil, its sponsor 

AGENCIES 

More shops will "go public": Cone 

First to brave the fickle financial world of public Ownership, 
FCi^R s headithinks that others will 

TIME/ BUYING & SELLING 

TV Buyer's motto: Improve the buy 

DC&-S Marty Herbst dismisses that important step beyond the TV 
spot buy- — improving the schedule — in part six of a series 
of articles by agency experts 

TV MEDIA 



Film develops Dr Pepper profits 

Beverage company's live and cartoon technique for TV gets 
David results against giant competition; Sales melody is 
Harmon-ized by cartoonist Johnny Hart 



RADIO MEDIA 



What women do all day long 

Thtee-eity study by AM Radio Sales, now being shown to 
top video clients, reveals U.S. housewives and mothers 
share their household tasks with radio and TV 

SYNDICATION & SERVICES 

NeW gear is lure for NAB visitors 

Admen will have rate chance to view biggest collection yet of 
m;eiv and late-model station and studio broadcast equipment 
at convention set for April in Chicago, 

Col lege hopeful Is get the straight word 

Industry veterans donate their time and experience to 1RT 
Foundation conference designed to aid students of radio and TV 
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VIRGINIA'S NO.l TV MARKET 



I 



THE KATZ AGENCY. INC 



»Ji Television Magazine 



WDEF'TV CHATTANOOGA 

a much BETTER BUY 
NOW than last Fall. 

CHECK LATEST ARB and NIELSEN REPORTS 



HIGHER RATINGS 

• 

MORE HOMES 

» 

Greater Popularity 




NAB 
Code 



CHATTANOOGA 



CALL ».„ 



VERTISING TIME SALES, INC, 



NOW! 




PUBLISHER'S 
REPORT 

All about OJIBWAY 



Ojibway (pronounced Oil jib way) is a tribe of woods inclians that 
made a name for itself around the Lake Superior region. Today 
they number about 30,000. 

OjiBWAY, the publishing company, is making a name for itself 
around the Lake Superior region too. It's attracting attention iir New 
York, Chicago, Los Angeles and a lot of other places as well. We pub- 
lish 26 trade books, all told, and the payr oll numbers around 300. 

I can vouch for the fact that the big 0 is attracting attention. Every- 
where I go I'm asked, "How do you pronounce it?" As I write this Pin 
just back from a visit with Tom Means, who heads CBS TV 0&0 sta- 
tion promotion and, in addition to being one of the nicest, is one of the 
best informed men in the field. Tom said, "Tell me about ojibway. 
I'm being asked who they are and what they'll be doing with sponsor," 
I gave Tom the long version. I'm giving you the short one. 
Now that I've been working with ojibway for a couple of months I 
can tell you this: they grow them diflereiil around Lake Superior. In 
the many years that I've been in the business world I've seldom ob- 
served a more capable, harder working crew of key executives than the 
boys from Duluth. I've always considered myself a hard-working pub- 
lisher, but the pace they set is a fast one. 

Blending sponsor into the facilities and dynamics of the ojIBWAy 
organization was, for a long-time loner like myself, considered at first 
with some trepidation. But as I observed the calibre of the organiza- 
tion, discussed plans for improving sponsor, and noted the decided 
technical and administrative benefits of ojibway affiliation I changed 
my mind. I'm here for the long haul. Now I can devote my time to the 
creative and contact functions of being a publisher. These I do best. 

Under Sam Elber's editorship you'll find sponsor taking on fresh 
excitement, expanding its timebuyer content, going stronger on depth 
and "how-to" articles, and easier to read than ever before. This is all 
according to plan. This was the blueprint as discussed with Marshall 
Reinig and Bob Edgell (ojibway's president and executive vp) and 
they agreed wholeheartedly. 

Among the broadcast books sponsor has been "best read" by agen- 
cies and advertisers for a long time. Now you can look for further 
progress. Check the issues as they come along and you'll see what I 
mean. 

How many fields is ojibway in? Here's a sample of our titles: Gas 
Age, Meat, Modern Stationer, Electronic Technician, Drive-in Man- 
agement, American Fur Breeder, Intimate Apparel, Catholic Property 
Administration, Paper Sales. 

Oh yes. And there's sponsor. 
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The tempo of advertising's answers 
to problems that shadow the in- 
dustry seems to piek up at major 
convention times. 

During the past week, leaders 
and spokesmen for broadcast ad- 
vertising have been followii? up on 
the NAB at meetings in /lorida 
during the preceding week. In 
Washington, voiees have been rais- 
ed in protest over the swords of 
Damocles whieh regulators and 
legislators feel they must dangle 
over the heads of broadcasters and 
advertisers. Jaeky Eagle's round-up 
of the jabbing with kid gloves, that 
has been going on in the nation's 
capital will be of interest to every- 
one who is aware of the ultimate 
indivisability of the "The ad busi- 
ness and Unele Sam" (see story on 
page 19). 

Foote, Cone & Belding's Fairfax 
Cone gave the air audience in Chi- 
cago a public look at what makes 
an ageney go public. Senior citi- 
zens who have helped their agen- 
eies into the top ranks but who will 
be required, upon retirement, to 
sell their stock back to their com- 
panies at book value, may find 
themselves encouraging Cone's pre- 
diction of more agencies going 
publie (page 30). 

Gordon Webber's whimsy in 
Commercial Critique this week 
(page 14) will strike a nostalgic 
note for many. 

And for SPONSOR'S puzzled call- 
ers who arc tempted to re-dial 
when the switchboard announces 
"OJIBWAY PRESS," Norm Glenn's 
Publisher's Report will give a eap- 
sule sketeh of our parent eompany 
(page 8). 

One of the better documented ac- 
counts of TV's suceess we've run 
across in a long while is the Dr Pep- 
per story on page 39. And for the 
editorial types . . . no, there is no 
period after Dr as in Dr Pepper. 
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A whit of dissent 

He Whit Hobs' Commercial Cri- 
tique in last week's issue ... he says 
"there are no trite and tired words 
in the English language, no trite 
and tired thoughts, simply trite and 
tired writers." I can only conjecture 
that he was pretty tired when he 
wrote this half of his critique! 
As a wife, mother, and career wom- 
an (in that order) it is my opinion 
that every truly mature and fem- 
inine woman is sick to death of this 
myth that we are forever in com- 
petition with men in all fields and 
categories! No true woman even 
likes a man she can push around. 
She wants to look up to her hus- 
band, to respect him, and share her 
world with him. If she crowds him 
now and then, she darned well 
wants him to shove back! Any good 
wife and mother knows that she can 
be the proud mother of a happy 
family only if her husband is truly 
head of the household . . . the sort 
of man who, by virtue of his man- 
liness, gets the equal status he is 
absolutely entitled to. 
Why suggest that "men should be 
strong and steady and sure and 
successful?" Why not come right 
out and say so, Mr. Hobbs? And I 
don't personally believe that the 
"successful" part is nearly so im- 
portant as the "strong and steady 
and sure"! 

I like men ... I believe most wom- 
en do. However, I like women too, 
and never fail to cringe over some 
of these popular masculine fables. 
Most of the women I know believe, 
as I do, that our men live in a tough, 
competitive world where material 
rewards are harder come by all the 
time. They deserve much praise, 
credit and appreciation for every 
small advance in that world . . . 
and sometimes for simple survival. 
So, by all means, let's make the 
husbands brighter and stronger and 
smarter in the advertisements. You'll 
find the women happy about it, the 



children better for it, . . . and I'll bet 
my favorite hat it will sell more too! 

Lois M. Bice (Mrs.) 
Bartell Broadcasting 
WOKY, Milwaukee 



Typo on a tyro 

Your article on Petry's new Phila- 
delphia office is somewhat fascinat- 
ing. Jack Duffy looks awfully young 
to have worked for the Philadelphia 
Inquirer from 1956-1859 — or is this 
a subtle way of saying the news- 
paper business is regressing? 

Martin L. Ludingtoii, 

Manager 

Venard, Torbet i? McConnell, Inc. 

St. Louis, Mo. 



From down under 

Could you tell me something about 
BPA. Is it devoted to publicising 
of broadcast media? Do they pub- 
lish a magazine? Would we gain 
anything if we were acceptable as 
members? 

We represent more than 25% of 
all of the radio stations operating 
in Australia, and part of our serv- 
ice to these stations is to help with 
the development of promotional 
campaigns for individual stations. 
We also carry promotional material 
for the group of stations as a whole. 
If you think that it would be worth- 
while, perhaps you would be good 
enough to ask the B.P.A. executive 
to send us some information on 
their activities, etc. * 

We have been subscribing to 
your magazine for some ten years 
now and, whilst the conditions un- 
der which we operate are quite 
different, we do find the editorial 
content to be of great value to us. 

Best wishes. 

F. J. Coombes 
Sales Director 
MacQuarie Broadcasting Service 
Sydney, Australia 

Ed Note: "Done. 
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, ,. from our flew 1563-foot tower inside 
Oklahoma City. The signal from this new 
tower — - < one of the industry's tallest — 
Blankets metro Oklahoma City and *57 
counties with ABC-TV programming. 



* Engi neering estimate: based 
on latest available A'Rg 





*$»MM%Bff- 10, 1964 
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CALENDAR 

FEBRUARY 

Broadcasters' Foundation, 1964 Mike 
Award dinner, this year honoring 
KDKA Pittsburgh, at Hotel Pierre, 
N.Y. (10). 

Advertising Recognition Week, Mac- 
Manus, John & Adams prepared ma- 
terial for distribution to advertisers, 
agencies, media via Advertising Fed- 
eration of America in east, and Adver- 
tising Assn. of the West in states west 
of Rockies (9-15). 

International TV & Equipment Mar- 
ket, Lyons, France (8-16). 

Broadcasters' Promotion Assn., dead- 
line for "Third Annual On-The-Air 
Awards" entries (15). 

Hollywood Ad Club, luncheon mark- 
ing 30th anniversary of Jack Hellman 



as a Hollywood trade news reporter, 
Hollywood Roosevelt (17). 

School of Visual Arts Gallery, se- 
lected works of Paul Rand opens show 
at gallery, N.Y. (18-Mar. 1). 

State Broadcaster Assn. Presidents, 
annual conference sponsored by Na- 
tional Assn. of Broadcasters, Shoreham 
Hotel, Washington (20-21). 

International Radio & Television 
Foundation, first annual college majors 
conference, Hotel Roosevelt, N.Y. (20- 
21). 

Mutual Advertising Agency Net- 
work, annual meeting, Royal Palms 
Inn, Phoenix (20-22). 

Houston Advertising Club, fourth 
annual advertising forum '64, Sham- 
rock Hilton Hotel, Houston (21). 

Directors Guild of America, annual 
awards dinner, both Beverly Hilton 
Hotel, Hollywood, and Waldorf- 
Astoria, N.Y. (22). 



Oklahoma Broadcasters Assn., sec- 
ond annual Radio Operations Seminar, 
at Oklahoma U. in Norman, with 
FCC's Cox, NAB's Anello, RAB's 
David (7-8). 

International Broadcasting Awards, 
presentation dinner, Hollywood Palla- 
dium (25). 

Western Radio & Television Assn., 
17th annual conference, FCC commis- 
sioner Bartley and Others to Speak, 
Jack Tar Hotel, San Francisco (26-29). 

American Assn. of Advertising 
Agencies, Southwest Council, annual 
meeting, Manger Hotel, San Antonio 
(27-28). 

Radio - Television News Directors 
Assn., board of directors meeting, Time 
& Life building auditorium, N.Y. (28), 
RTNDA newsfilm standards confer- 
ence (29-Mar. 1). 



MARCH 

Hollywood Ad Club, luncheon meet- 
ing, Radio Advertising Bureau pres. 
Edmund Bunker speaking, Hollywood 
Roosevelt (2). 

International Radio & Television So- 
ciety, 24th anniversary dinner, presen- 
tation of Gold Medal Award for 1964 
to American Broadcasting-Paramount 
Theatres pres. Leonard H. Goldenson, 
Waldorf-Astoria, N.Y, (4), 

Electronic Industries Assn., national 
electronics marketing symposium, Stat- 
ler Hilton Hotel, Washington, D.C. (9). 
Spring conference (9-11). 

Writers Guild of America, West, 
16th annual awards dinner, combining 
honors for TV-radio and screen, Bev- 
erly Hilton Hotel, Hollywood (9). 

Variety Merchandise Fair, New 
York Trade Show Building, N.Y. (8- 
12). 

American Assn. of Advertising 
Agencies, Southeast Council, annual 
meeting, Riveria Motel, Atlanta (11- 
12). 

National Editorial Assn., govern- 
ment relations workshop, Willard Ho- 
tel, Washington, D.C. (12-14). 

Assn. of National Advertisers, third 
annual seminar on business paper ad- 
vertising, Plaza Hotel, N.Y. (19). 

Intercollegiate Broadcasting System, 
annual national convention, Columbia 
University, N.Y., hosted by WKCR- 
FM (21). 

Southwestern Assn. of Advertising 
Agencies, convention, Sheraton-Dallas 
Hotel, (22-24). 



APRIL 

National Federation of Advertising 
Agencies, annual convention, Outrig- 
ger Inn, St. Petersburg, Fla. (2-6). 

Financial Public Relations Assn., 
Middle Atlantic regional meeting, John 
Marshall Hotel, Richmond, Va. (3). 

National Assn. of Broadcasters, an- 
nual convention, Conrad Hilton Hotel, 
Chicago (5-8). 

Television Film Exhibit (TFE '64), 
Pick-Congress Hotel, Chicago (5-8). 



WHAT'S IN THE MIDDLE 




. .and, IN PENNSYLVANIA, IT'S 

W J AC -TV 

Don't slip up on one of the most 
important mairkets . . . Pennsylvania's 
million dollar"middle" market. 
WJAC-TV is the one station that 
gives you this big generous cushion 
of viewers. The most profitable 
market on which you've ever landed! 
America's 27th largest TV market. 
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Your sales message gets depth impact in WSJS Television's Golden Triangle 
Martset where there's a greater concentration of households than anywhere 
else j;n progressive North Carolina. 



NO. 1 MARKET IN THE NO 12 STATE 



NortW Carolina's 
Boldien. 

TTrJeurcgfce 




TELEVISION 



WINSTON-SALEM / GREENSBORO / HIGH POINT 

r-v , » _j il . _ rij_.ii ._ iff' ia;__j J 



COMMERCIAL CRITIQUE 



Galileo would have made a lousy Organization Man. So would Copernicus ami 
Mozart and Van Gogh and John Keats. But the world of the average man is richer 
because a few un-average beings have lived in it. As British author-philosopher Mat- 
thew Arnold once pointed out, the function of criticism is to reinforce and sharpen good 
ideas, and to demolish the faulty. Thus, advertising (and its electronic offspring, radio 
and TV) has long owed a debt of gratitude to its own collection of "oddballs," the 
talented malcontents who don't fit in a mold marked "average." It is of such personalities 
that guest columnist Gordon Webber of Benton 6- Bowie writes today. It isn't the usual 
sponsor "Commercial Critique." But we feel you will be entertained and stimulated. 



Honor the oddball 



GORDON WEBBER v.p. and director o) 
broadcast commercial production 
Benton <£• Bowles 

WE ABE TALKING this morning 
about oddballs and about fath- 
ers and the double-headed nail. 
And how it is important to honor 
all of these. 

Fathers, of course, always, even 
though they sometimes hide their 
nobility so well it takes years before 
it is discovered, sometimes by sons 
only after they have become fathers 
themselves. 

And oddballs. Let us always hon- 
or them, particularly in this busi- 
ness of advertising, one of the few 
businesses that is built almost whol- 
ly on ideas — novel, unexpected, sur- 
prizing, preposterous ideas thought 
up by oddballs in small, white- 
walled rooms who probably would 
starve or go on relief if there wasn't 
such a profession as advertising. 

And the double -headed nail. Let 
us honor it, too. Because my father 
invented it, to the wonderment of 
his family and friends, a wonder- 
ment that diminished rather sharply 
when the patent office told him the 
double-headed nail already had 
been invented twenty-three years 
before. 

My father was an oddball and 
very little honored in his time, 
which was too bad because he 
could have stood a little honoring, 
especially in his later years. ( While 
he was young, his pride sustained 
him). If he had lived in another 
time in some place besides a farm 
in Shiawassee County in Michigan, 
he might have been an advertising 
man, and maybe a good one. Except 
he didn't believe too much in ad- 
vertising. People who talk back to 
television commercials have noth- 
ing on my father; he used to talk- 



back to the ads in the Saturday 
Evening Post. 

My father not only didn't believe 
too much in advertising, he was a 
lousy consumer. Neilsen would 
have hated him. He bought hardly 
anything for himself, and damned 
little for us, partly because of prin- 
ciple, partly because of no money. 
He was the most nonmaterialistic 
man I ever knew. When, one by 
one, the doors fell off our Model T, 
he never bothered to replace them 
(even though he was a doorhanger 
in an auto body plant). It was easi- 
er getting in and out of the car, 
he said. 

My father was also lazy, as odd- 
balls often are, and kept inventing 
things to make his life easier. ( He 
would have loved inside toilets but 
never had one in his lifetime). 

He got tired of forking beans into 
little piles and loading them on a 
wagon by hand, the way it always 
had been done for a hundred years. 
So, he invented a way of loading 
them with a hayloader that cut days 
off harvesting. The neighbors 




GORDON WEBBER is v.p. and 
director of broadcast commercial 
production for Benton & Bowles. 
He joined the agency in 1948, 
authored the TV series "I Remem- 
ber Mama" and three published 
novels, collects old Paekards. 



thought it was heretical, but the 
next year they were doing it too, 
and they still harvest beans my 
father's way in that part of Shia- 
wassee County. 

He also invented a gadget for 
his setup jig on the assembly line 
which let his gang do their job 
faster and rest a third of the time. 
When the plant manager discov- 
ered it, he put it on all the jigs and 
cut the piece rate, so everybody 
ended up working just as hard as 
before. 

My father was also very creative 
in his handling of horses. When 
Dick and Nellie were straining up 
the lane with a great load of hay, 
hardly able to make it, my father 
would jump down from the wagon 
and strain along beside them, coax- 
ing, hollering, urging them on, 
straining and heaving as though 
he had a bit in his mouth, too, and 
was right in the harness with them. 
A horse would work his heart out 
for my father. 

But he was little honored in his 
time, for all his creativity (a word 
he wouldn't know the meaning of) 
in the little daily things of life. He 
was respected by his horses, per- 
haps even honored by them, and a 
dog or two and a couple of the 
neighbor's kids. But that was about 
it. His family was too busy figuring 
how to become bigger consumers. 

It is never easy being an oddball, 
if you work at it full time, as my 
father did. You have to be born 
with the right amount of irrever- 
ence for things as they are, and 
just enough impatience and rage. 
And a capacity to stand loneliness 
and abuse. These are highly valua- 
ble, if rare, commodities in the ad- 
vertising business, and they should 
be cherished whenever and where- 
ever they are found. Oddballism is 
not tolerated in most business — and 
can you imagine my father working 
in a bank? 

So this, morning let us honor 
fathers, perhaps even while they 
are still living, and the double head- 
ed nail, even though my father 
didn't invent it. 

And the oddballs in our business, 
the guys who eat lunch alone with 
a book and sometimes forget to put 
their belts on in the morning. The 
guys who invent the ideas and 
words and pictures that sell goods 
and help move our economy. * 
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Our daytime line-up is a real blockbuster. 
In fact, the most popular daytime program 
ever produced, "As the World Turns, 
attracts a larger audience than 36% of 
all nighttime programs on the other networks. 
We thought you'd get a bang out of this. 

CBS Television Network® 



Based on PJiels&fi Television Index festi mates Subject to qualifications which the CBS 
television Network, will supply en request (NT I toerage Audience, regular programs, 
7am-8,pm, Monday- Friday-, and 6-llpm, seven nights, October ISfiSKLartuary, I, 196,4) 



SPONSOR-SCOPE 



Plans apparently dropped for iS'BC's telecasting of major league baseball games in 
prime time on full neticork weekday nights this season. This is evident in announce- 
ment by web that it has set up its eighth straight year of "Major League Baseball" telecasts 
on Saturdays and Sundays, from weekend of Apr. 18-19 through that of Oct. 3-4, except for 
preemptions during season for golf and NCAA football. Telecasts will be coast-to-coast On 
25 weekends, with blackouts by stations in American and National league markets and other 
areas restricted by agreement with teams in both leagues. NBC previously had been re- 
ported seeking to set up schedule of major league baseball telecasts on weekday nights. 
Seven teams are set, including five from last season — Chicago White Sox, Cleveland In- 
dians, Cincinati Reds, Milwaukee Braves, and Pittsburgh Pirates. Other two, Detroit Tigers 
and Minnesota Twins, replace San Francisco Giants and Los Angeles Dodgers — both of 
which have announced agreements to have games this season on pay TV. NBC's selection 
of teams is expected to add help for some of them stay in the black, noticeably the Tigers, 
whose attendance droped some 28.2% in 1963 from '62; Pirates, off 28.1%; Indians, off 21.4%; 
and Reds, off 12.6%. Other three stayed about the same: White Sox, up 2.4%; Braves, up 
.8%; and Twins, down 1.8%. Each team receives some $35,000 per game telecast. Deal for 
major league baseball adds some hundreds of thousands of dollars to NBC's already astro- 
nomical budget, which includes the recently concluded $36.1-million deal with the Ameri- 
can Football League, and $13,044,000 for NCAA football. 

Network radio remains noticeable and puzzling gap as Interpublic Group's latest me- 
dia forecasts are assimilated. Not published but known to be reason Interpublic omitted 
network sound from its eight-media predictions: it has found no significant difference in 1962 
and 1963 figures, therefore had little to go on in guessing 1964. By contrast, '63-'64 install- 
ment in Interpublic's "Decade of Incentive" series looks for growth this year at these rates 
for other media groups: network TV 7%, spot TV 5%, spot radio 3%, magazines 6%, news- 
papers 3%, supplements 3%, outdoor 6%, and business papers 7%. In sum, growth points 
to a $13.5 billion advertising year for 1964, Interpublic's Marplan researchers say compar- 
ing this with their estimate of $13 billion in all media this year, it's a 4.8% gain over 1962. 

The radio puzzler: How does Marplan's relegation of network radio (in effect) to 
minor media jibe with bullish reports lately by the networks? Are networks giving out re- 
liable figures? Network salespeople themselves testify to enthusiasm and willingness to 
cooperate in brand-billing reporting projects. Key to the situation probably is Radio Adver- 
tising Bureau's project to resume billing reports, which would give researchers comparison 
data for projections. 

Computers: key to unlocking mysteries of radio program listenership? Sindlinger & 
Co. late last week announced a revised format for its monthly Network Radio Activity serv- 
ice, which it claims will more accurately report the ratings, shares, and projected figures for 
back-to-back network programs where these programs have different station lineups and 
clearances within a 15-minute period. The company, based in Norwood, Pa., says that now, 
the method of computing all share data has been changed, and, beginning with the No- 
vember issue of the Sindlinger Network Radio Activity Report, which was held up pending 
the announced changes, the figures will be strictly on a program basis. Sindlinger said this 
is made possible through use of the new data processing computer it recently acquired. 

Increased competition, plus added expenses for promotion and advertising, nipping 
profits of The Gillette Co. Although final audited figures on Gillette's 1963 operation 
won't be released for another two weeks, look for company to report reduction in net earn- 
ings from its '62 total. Preliminary figures put company's '63 net earnings after taxes at 
some $41,545,000, or $1.47 per share of common stock. Earnings in 1962 totaled $45,274,- 
000, or $1.60 per share. Gillette president Boone Gross has noted that 1963's net sales were 
highest in company's history, and attributes reduction in net earnings primarily to increased 
competition in razor blade business in the U.S. and certain foreign countries, higher ex- 
penses for advertising and promotion, and increased manufacturing costs. He also sees some 
of adverse factors continuing to influence net earnings in '64, but feels their effect will be- 
come less significant as year progresses. 
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At night we're really lowering the boom. 
Just to fill you in: of the 40 programs 
reaching 10 million or more homes, 
we have 21. While the second network 
has ten and the third network nine, 
we have more than both combined.*, 
and it doesn't hurt a bit 
CSS Television Network® 



Bas«,d an Nielsen Television Iritis* estimates subject to qualifications 
which the CB$ Television Network will supply en (request. {NTIftverage Audi- 
ence, regular programs, 64 1pm, seven nights, October 1963-J.attuarvl, 1964?) 



Metro Charlotte is just the yolk. You get the whole egg — a market 75 miles in diameter — wher 
you buy WBT Radio. The populous Piedmont's top-audience radio station for two decades, onlj 
WBT's 50,000 watt signal delivers Charlotte PLUS ... a market of more than TWO MILLION PEOPLE 
with $2 1 /2 BILLION in buying power. Your BLAIR man has the WBT story. Egg him on about it! 



WBT RADIO 
CHARLOTTE 

Jefferson Standard Broadcasting Company 



SPONWQP February 1ft, 1964 



The ad business 
& Uncle Sam — 
economic fencing 



GSEffeeJ sqware-off between regulators and regulated 
gt AWA-AAW annual Mid-Winter Legislative Conference 
as U.SL Chamber of Commerce holds own industry meet 



AjWKRTtsiitfe moved last week to 
make tile Jftiit; of fife moment 
te Washington^ 

Sensing a favorable climate in 
the attitude ©I President Johnson's 
administration, the business world 
using Washington forums to 
thresh out basic eontoadiiSiOns be 
iifefin the President's broad eco- 
mmM, gills and federal restrietiotts 
t block the road to fnlflihiTent, 
The Advertising "Federation of 
America, and Advertising Assn, of 
the West moved into the Capital 
sev»al hundred strong to argue 
tligir case at the Sixth Annual Mid- 
winter Legislative Conference. 
km day alter the admen : s intensive 
two-das lobby began, the U.S. 
Clamber of Commerce opened its 
own Washington program that 
touched on the same sore points of 
regulation that worry advertisers. 

feme of advertising's most prac- 
ticed persuaders went on the offem 
tfle as -well, as defensive in one-two 
tllCfuflisft with the 'Cffngtess and 
federal agencies? Acting as a body, 
AFAVsAA Wdelegates passed areso-, 
lution urging the Federal 'Trade 
•km. to take its coaching 
Igfi-sS and to stay out of 
: philosophy, 

; the offentive on national 
economies, Marten Harper } Jr., 
former chairman of the American 
Aism of Advertising Agencies and 
tatjfl of the global agency complex,, 
[otorpubllc ! C5roi:pj laid Out a "Mar- 
keting Approach to Poverty," A 
Motivational plan to- build up low 
income groups was his presenta- 
li«n at a Cong- ; - lal Breakfast 



p 
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last Wednesday, mapping "a kind, 
of .Marshall Plan for our own na- 
tion." 

A. C. Fatt, chairman of Grey Ad- 
vertising, looked trade regulators in 
the eye at a panel meeting and 
asked them "not to derail the busi- 
ness locomotive," 

As part of the "dialogue" AFA 
and AAW are trying to foster with 
the annual legislative conferences, 
government gadflies got an oppor- 
tunity to square off themselves 
against visiting antagonists. At the 
same time, admen tried to make 
the most Of their chance in the na- 
tional ring. 

Fatt delivered some sharp blows 
when he faced the regulator panel: 
the Federal Trade Commission's 
Paul Rand Bfeon, Federal Com- 
munications' E, William Henry, 
and Winton B. Rankin, assistant 
COimniissioner of the Food and 
Drug Administration. 

Calling the government "a house 
divided" in its approach to busi- 
ness, Fatt said, "The regulatory 
agencies, in their honest zeal to 
protect the consumer,, actually ate 
hurting the object of their" affection 
by needlessly, and at times caprici- 
ously t setting tip barricades to im- 
pede economic progress — slowing 
up sales, discouraging innovation . . . 
creatingnnoertainty and uneasiness." 

Reminding commissioners of 
warnings by President Johnson and 
Sen, Humphrey (D-Minn.) on po- 
lice-style rule, Fatt told them, "We 
in the business world,, especially 
those, of us in advertising, under- 
stand the need For regulations and 




regulatory agencies to protect all 
of us against predatory practices, 
but we ask that these rules be ad- 
ministered with wisdom, with un- 
derstanding of the dynamics of the 
market place and the role adver- 
tising plays in it, and not with the 
attitude of a country constable in 
a speed trap hoping that some un- 
wary motorist will be caught in it." 

In the context of stepped-up pro- 
duction and employment goals, 
Fatt repeated the Presidential word 
to regulators: 

" 'A moving and progressive so- 
ciety finds oppressive, distracting, 
irritating, and ultimately intoler- 
able the heavy hand of complacent 
and static regulation. . . . We will 
be attentive to your work. . . . We 




Douglas L. Smith, advertising-sales pro- 
motion director of S. C. Johnson, chaired 
a legislative panel presenting three of 
Congress' busiest gadflies on advertising. 

will stand with you to the last when 
we think you are right. You will 
know from us first and directly 
when we think of it otherwise.' " 

Answering agitation by Sen. Phi- 
lip A. Hart (D-Mich.) for "more and 
more" consumer protection, Fatt 
cited legislative research reporting 
that 33 federal departments and 
agencies perform activities affect- 
ing consumer interests, 296 activi- 
ties directly or indirectly protect 
consumers or advance their inter- 
ests, 64,714 federal employees and 
nearly $1 billion annually are used 
in programs of direct protection 
and advancement. The billion does 
not include 135 activities with "in- 
direct" effect on consumer interests. 

As he yielded to give regulators 
their say, Fatt assured them, "I 
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know that our good friends here 
agree that there is a unity of pur- 
pose between the government and 
business. I submit, however, that 
unity of purpose is meaningless un- 
less it is implemented by action in 
every branch of the government. 
Unity of action cannot be achieved 
in a house divided." 

Harper, in tendering an advertis- 
ing assault on the national econom- 
ic problem, outlined a plan to turn 
the lowest earning fifth of the na- 
tion into a moving economic force. 
He would offer incentives to fa- 
milies who gear themselves to earn 
more through training and health 
measures. Everybody would bene- 
fit. "The stake of marketers," Har- 
per noted, "is not simply that a 
solution will open us a market as 
large as Canada, Australia, and 
Venezuela combined, but it is also 
a stake with equal importance for 
government and business: It is the 
potential ability of one-fifth of our 
people to contribute to a better 
total life in this country and to 
share in our assistance abroad. We 
cannot afford their incapacitation." 

Interpublic's chief summarized 
advertising's contribution: "to con- 
tinue to develop more and more 
effective communications for the 
successful motivation of people; 
and to assure understanding of ad- 
vertising's role among government 
and business leaders who are striv- 
ing for a faster growing economy. 
In succeeding, we will have helped 
millions build far more rewarding 
lives, and helped relieve society of 
the burdens of their dependence 
and stagnation." 

While laying out his marketing 
assault on poverty, Harper dealt 
with some attitudes on the ques- 
tion. About status symbols in low 
income groups, specifically TV an- 
tennas in slums: There should be 
controls on how welfare money is 
srjent, but "at the same time we 
should welcome the sight of tele- 
vision antennas, since they repre- 
sent aspiration to something better 
than the squalor of a slum — a 
reaching out to a world of higher 
living standards." 

Of the congressional panel mod- 
erated by Douglas L. Smith, adver- 
tising-sales promotion director of 
S. C. Johnson, two were busy with 
legislation and sent assistants. One 
legislator who showed up was Rep. 




Walter Rogers (D-Texas), author of 
the bill that would forbid the FCC 
to limit broadcast "commercializa- 
tion." 

"So-called independent regula- 
tory agencies" are over-stepping 
their authority, Rep. Rogers be- 
lives, and "if 'over-commercializa- 
tion' does exist to a degree requir- 
ing broad regulatory action by the 
government, then persons wishing 
to make a case on this score" should 
bring it to congress." The FCC, 
for its part, should ask for legisla- 
tion. 

A reprise of the cigarette pro- 
gram by Sen. Maurine Neuberger 
(D-Ore.) was offered by her staff 
member, Michael Pertschuck. The 
Neuberger plan covers "hazard" 
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Breakfast jxittich to client who had another a.m. commitment 

feahly the WtfrM's biggest adman, the chief of Intei-public Group af Campaniles, Marion 
bfit) Jr.*, addressed the AFArAAW" Congressional Breakfast on A Thc Marketing Iinplica- 
s of fiov&ttyv" It Was billed as an advertising Spokesman's "timely commentary from the 
toess Pfifipt of view- on President Lyndon B, Johnson's program to eliminate poverty." Iin- 
liafcely %fte* the ad breakfast, winch bad to be delayed a half-hour because al a con- 
l»ifb the Peesldentfs Annual Congressional Prayer Breakfast, Harper had his chance 
a ijtt-m!uute presentation to senators and representatives at 9:30 Wednesday. Then 
feeed buses whisked members of Congress back to business in the Senate and House 
fee Buildings,, and visiting admen went atebg to tour Capitol Hill and talk over bills, 
|osed and p«ndmg. AFAand ,AAW last no opportunities to buttonhole lawmakers during 
Tuesday-Wednesday conference. Local ad clubs lined up Washington representatives 
;d*anee for private sessions and these agenda events: two panel sessions Tuesday, one 
itttng leading members of congressional committees, the other presenting heads of 
teritment regulatory agencies; reception Tuesday evening for members of congressional 
h and government agencies? breakfast Wednesday and the Capitol Hill meetings, and 
a joint reception that night With the Chamber of Commerce of the United States for 
liKs and representatives at Washington's Sheraton-Park Hotel. Several hundred agency, 
I'Wser, media, and government conferees were involved. 




labeling and advertising, education, 
research, tanning youth appeal, 
and enabling legislation for the 
FTC to get restraining orders 
against advertis-ecS., 

Speaking on Fatt's regulatory 
panel, FTC Chairman Dixon re- 
ferred only briefly to the topical 
cigarette issue regarding proposed 
rides on danger disclosure in labels 
and ads. lie reminded the AFA of 
its historic role in urging formation 
of the FTC in ID IB and asked ad- 
men to work again to earn and re- 
tain consumer approval by enlight- 
ened attention to "decent housing, 
good f ood, modern schools, reward- 
ing jobs, satisfying leisure time, and 
a fair deal in the market place. 
These basic consumer needs de- 



is UA 'm ^'houise divided" 

is government cannot spur the growth 

|c« mammy while some officials urge 

less to move 1 at full speed and lothers 
il the locomotrvfe/ warned A. C. Fatt, 
|rntan of Grey Advertising, in opening 
ssittn. ail regulation,. As panel chair- 
|, Fatt united federal agencies for re- 
jrane&s that they were not a govern. 
jtal •%mm divided against itself.'" Be- 
lling them of another presidential 
, Johnson's reference to "the in- 
|febj% heavy hand ttf regulation," 
said, businessmen feel the govcrn- 
|t is far from united in its attitude 
»i blsiness. He cited "economic bar- 
fm"' that s'ow up sales, discourage 
ffation and venture investments;, cre- 

pmmtsMsf and mBsskam. 



serve the support of American bus- 
iness and advertising agencies," 
Dixon thinks* and "diis public 
service approach is good for die 
consumer and good for, the adver- 
tising industry." 

Chairman Henry of the FCC 
served notice that his agency may 
have dropped rulemaking proceed- 
ings, but it hasn't given up on 
"overcommereialization." His force- 
ful warning,: "The status quo with 
respect to overcominereialization 
will not be tolerated; otherwise we 
would not have characterized the 
present situation as a problem." 

He noted that ie in many cases a 
certain maliciousness has crept in 
and the regulators themselves have 
been, obsessed with their own vast 
power and invented new and differ- 
ent ways to broaden its scope. The 
best way to stand off the regulators 
is self-regulation," Rogers advised, 
and he asked admen to listen to the 
voice of their audience. 

Representing Sen. Hart on the 
panel, Jerry Cohen of the Senate 
Judiciary Committee staff convey- 
ed remarks prepared by the sena- 
tor, author of a "Truth in Packag- 
ing" bill that marketers consider 
dangerously restrictive. Consumers 
need more facts both in advertising 
and packaging, Sen. Hart thinks. 
He voiced a fear, too, that "victory 
in some types of non-price compe- 
tition may not go to the firm with 
die laweSt costs or the best product, 
but to the company that can spend 
the most on advertising and sales 
promotion." 



He asked for support, saying, 
"You as advertisers have a large 
stake in this area of commission 
interest. For when you are trying 
to reach an audience to sell a pro- 
duct, and you find yourself sand- 
wiched in with triple spotting, 
piggy-backing, clutter and confu- 
sion, no one — certainly not you, 
your clients, or the public — is 
happy. What we propose and all 
we propose is to bring a little order 
out of chaos." 

Rankin of the Food and Drug 
Administration explained new drug 
regulations on ads and labels and 
went on to reassure agencies wor- 
ried about criminal lawsuits. There 
is little likelihood, he thinks, that 
others will find themselves in the 
predicament of Kastor, Hilton, 
Chesley, Clifford & Steers, which 
was indicted by grand jury last 
month along with its client, the 
manufacturer of Regimen. "Prac- 
tically all of the prescription drugs 
that are widely advertised have 
been through the new drug Or 
antibiotic drug clearance proced- 
ures of the Food, Drug, and Cos- 
metic Act," Rankin said. 

He offered FDA consultative 
help, saying, "If you need to pre- 
pare copy for a drug that has not 
been through one of the clearance 
procedures of the federal law, you 
may, if you wish, bring or send the 
copy to FDA with a request for 
our review gnd advice. We will 
be glad to tell you whether, in our 
opinion, it meets the requirements 
of the law." * 
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Collins lauds NAB 

" role 



hi 



Broadcasting group's activities, plans for increased 
self - regulation are probed by president in New York 



President LeRoy Collins, NAB's 
chief spokesman, provided an- 
other slant on the lcts-keep-govern- 
ment-out-of-broadcasting philoso- 
phy whieh has proved a lively Mad- 
ison Avenue topic of conversation 
for many weeks (see story, p. 19). 

In New York, Collins addressed 
an IRTS "Newsmaker" luncheon, 
and proceeded to make some news- 
worthy comments, even as NAB 
took steps to activate a $100,000 
information program aimed at mak- 
ing the public aware of the self- 
regulatory role of NAB. 

The following are excerpts from 
Collins' February 5 speech: 

The TV and Radio Codes 

"Our Codes are not mere state- 
ments of good intention. In all 
American business, no industry has 
developed sueh a comprehensive 
and effective self-regulatory pro- 
gram as broadcasting. Certainly 
their value has been recognized by 
the FCC. There is little doubt in 
my judgment that this government 
agency would have imposed com- 
mercial time standards a few weeks 
hack had it not been for these 
Codes. But we are aware, of course, 
that they can and should he im- 
proved, and I have been very 
proud of steps we have recently 
taken to improve them. 

"We have new leadership for our 
Codes — two strong new hoard 
chairmen, Ehno Ellis of WSB in 
Atlanta, and for TV Clair McCol- 
lough of the Steinman Stations. We 
also have a new Code Authority 
Director, Howard Bell, who brings 
to this assignment high enthusiasm 
and great competence. These men 
will lead — make no mistake about 
that. I urge you to give them your 
lull cooperation. 

"The Code's vitality was never 
better demonstrated than in the 
recent meetings of the Code Re- 
view Boards. 



"The subject of cigarette adver- 
tising was faced squarely. A philo- 
sophical base was established, and 
immediate steps were taken in- 
cluding new language in the Tele- 
vision Code providing that care 
should he exercised in programs so 
that cigarette smoking is not de- 
picted in a manner so as to impress 
our youth that it is a desirable habit 
worthy of imitation. In commercial 
messages, the Television Code 
Board has prohibited any impres- 
sion that smoking promotes health 
or is important to the personal de- 




NAB's Collins talks to IRTS group 

velopment of our youth. Further, 
machinery has been established so 
that work will continue in this area. 

"In television, a tighter definition 
of multiple product announcements 
has been written into the Codes, 
and time standards have been re- 
vamped to include a prime time 
restriction of no more than three 
consecutive announcements." 

NAB's Broadcast Rating Council 

"Another example of recent re- 
sponsible action by broadcasters 
which has avoided government in- 
tervention is the organization of our 
new Broadcast Rating Council. 
When serious rating abuses were 
disclosed by the Congressional 
committee, chaired by Representa- 
tive Oren Harris, the ominous 
clanking of government machinery 
was heard by all of us. But time, 



and freedom to act, still remained, 
provided we could, move rapidly 
and effectively, 

"A Research Committee, under 
the very able and energetic leader- 
ship of Don McGannon of Group 
W, has in a few short months per* 
lormeel a remarkable job. Under 
great pressure of time, and with die 
splendid support of the television 
networks and many others, a broad 
program has been developed to 
assure: (1) accreditation of quali- 
fied rating services, (2) adequate 
auditing to insure reliability, and 
(3) a continuing research effort to, 
provide improved methodology." 

Broadcast advertising problems 

"On December 18 last, here in 
New York, a unique meeting took 
place. A group sat down around a 
table committed to explore broad- 
east advertising problems and op- 
portunities. There were broadcast 
licensees, network representatives, 
advertisers, advertising agency peo- 
ple, and representatives from the 
staffs of NAB, TvB, ANA, and 
AAAA. Advance skepticism that 
such a group could work together 
soon faded. A very candid and 
constructive discussion took place. 
The so-called problem of clutter 
was dissected and talked over with 
few, if any, holds barred. From that 
meeting everyone took home some- 
thing to work on and a warm spirit 
of cooperative effort. 

"Another such meeting will be 
held on February 12. 

"This could turn out to be just 
another meeting, but I don't think 
it will. I believe we are on our 
way to making some important 
progress on these difficult problems 
in the solution of which we all have 
such an important stake. 

The renaissance of radio 

"In the Sixties there is a strong 
stirring in radio> a new feel of op- 
timism, a new professional pride 
in service, a new sense of potential, 
a determination not to be merely 
television without pictures, but to 
be radio with imagination and dis- 
tinction. 

"This is reflected in the NAB 
themes used in recent years during 
the observance of National Radio 
Month: 'Radio, The Heartbeat of 
Main Street,' 'Radio — The Sound 
Citizen,' and 'Radio, Your Constant 
Companion.' " ■ 
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ARF consultants; (1-r)- Richard F. Case^ Paul t J. Gerhold (adviser), E. L Deckmger 



RKO - 




study out 
up ratings 



dlfent questions anticipate national, local service 
lor radio With Comparative media data from diaries 



Now te¥d' ^eeks in the field, a .test 
that s lifted out; last fall to be a 
radio methodology sfody in one 
market hag tamed into a four-part, 
four-media pilot for national rat- 
ings. Its initiators call it the "RKO 
General-ARB Radio Methodology 
Study," The-' Advertising Research 
Foundation, watebing and consult- 
ing on the job, mils it "Intermedia 
Experiment #1 .(Detroit).'' 

More than 1,500 diaries are in 
Detroit bornes &qw> Before the 
slady- is PVir , it will in dude Q^OOO, 
Two kinds, one for radio and an- 
other for radio, TV, magazines, and 
newspapers, are being tested. Back- 
ing up the diaries are the study's 
other three parts — validation 
cheeks by coincidental telephone 
interviews, comprehensive tele- 
phone interviews, and in-home in- 
terviews. 

Interest by the ad researchers has 
been reflected in. attention the test 
is getting from broadcast buyers, 
stations, and networks ( who could 
be customers of a new national serv- 
ice, if ARB s diaries prove them- 

ipi?«f-4 

To help agency and advertiser 
observers while the test still is in 
the tube, RKO-General has pre- 
pared a set of "Twenty Questions" 
and answers about what's under- 
way m Detroit. Here are some ex- 
cerpts;- 

« Why is RKO General sponsor- 
ing this methodology test? There is 



a need for information about radio 
audiences. American Research Bu- 
reau's personal diary appears to be 
the first really new technique.. 

• Why the diary? In theory it is 
in keeping with: the way people 
listen to radio today — as indivi- 
dualsi with most homes owning 
many receivers*, most of them port- 
able. Thus, an individual diary is 
at least an attempt to "fallow" the 
individual. 

• Didn't Nielsen's discontinued 
method erf measuring local radio 
use a diary? Yes, but it was a f amily 
diary affixed to plug-in radios in 
the home, with no provision for 
measurement of out-of-bome or in- 
home listening on portable sets* Its 
use in measuring auto listening was 
limited to fewer than 2,000 homes 
coast-to-coast. [Editor's Note; An 
important part of the Nielsen sys- 
tem has been the Recordimeter, an 
attachment to the receiver which 
verifies claimed listening and re- 
minds diary-keepers to make their 
listening entries promptly. ARB's 
personal diary system has non- 
mecixanical validation checks — 
see description above.] 

• Why did RKO General choose 
ARB? The diary acknowledges that 
radio today is a personal medium. 
It has been partially tested with 
encouraging results. ARB enjoys 
broad acceptance as a result of its 
successful. TV service using diaries. 

• Why Detroit for the test? It is 



a major market in which all media 
compete for attention. (RKO Gen- 
eral operates radio and TV stations 
there.) 

• What is ARF's part in the test? 
ARF has been hired to oversee the 
Detroit experiment. ARF's commit- 
ted is scrutinizing every step. Rich- 
ard F. Casey, senior vice president, 
Benton fit Bowles, is chairman. 
Members are Dr. Larry Deckinger, 
vice president and media director 
of Grey Advertising, and Arthur 
Koponen, director of research, Col- 
gate-Palmolive. 

• When will results be known? 
Before summer. [Editor's Note; 
Sponsors of the Study might be ex- 
pected to make a crash effort for 
something to show broadcasters by 
convention time in April.] 

• Will there be a "rating report"? 
If so, what will be different? If the 
test is successful and confirms the 
diary method, a "rating report" may 
be issued. Unlike previous Ones, the 
ARB report will be in pocketpiece 
form and will reflect radio audience 
estimates not only in the standard 
metro area but in the TV area asso- 
ciated with Detroit as well. (No 
magazine or newspaper data is an- 
ticipated at this stage.) 

• What new types of radio data 
do you foresee if the test is a suc- 
cess? It would be possible to pro- 
duce weekly cume data for specific 
radio spot schedules for the first 
time based on total listening within 
a metro area or the TV market area. 
Direct comparisons between radio 
and TV schedules would be pos- 
sible, as would all-media compari- 
sons if the all-media diary succeeds. 




ARF consultant Arthur Koponen 
Foundation President Alcuin Lehman 
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Champlin Oil renews 
documentary TV series 

WKY-TV's locally produced series judged a solid winner 
by Oklahoma viewers and Champlin Oil, Its sponsor 



The Oklahoma Heritage series pro- 
duced by WKY-TV Oklahoma 
City has not only convinced its spon- 
sor — Champlin Oil & Refining — 
that it's a worthwhile and popular 
public service venture, but has 
hiked sales and attracted new cus- 
tomers to the Champlin fold. Cham- 
plin recently put its praise of the 
locally produced program on the 
line by signing contracts for renew- 
al of the series for 1964. Said E. R. 
Gaines, marketing and advertising 
head of the company: "It should be 
evident from our renewal that the 
Heritage series has been a most suc- 
cessful program for Champlin this 
past year, not only as a public ser- 
vice offering but from a sales stand- 
point as well." 

During die past 12 months, 
Champlin has presented 12 WKY- 
TV-produccd programs, eaeh deal- 
ing with an event or person famous 
in Oklahoma history. The programs 
covered such subjects as Pioneer 
Painter, the story of Augusta Met- 
ealfe, an Oklahoma pioneer woman 
who without formal art training 
captured the spirit of the early West 
on canvas. Today her oils and 
sketches are nationally known. 
Another program, The Story of Wi- 
ley Post, told of the man whose 
pioneering efforts in aviation helped 
open the skies to the development 
of modern aviation. The Fighting 
45th was a two-part effort about 
Oklahoma's famous Thundcrbird 
Division. Four major national 
awards were won by programs in 
this series. 

A major contributing factor to the 
success of the series was Cham- 
plin's merchandising activities at 
the retail service station level. 
Whenever the program's subject 
matter lent itself to these promo- 
tional activities, Champlin went all 
out. To merchandise The Slory of 
Wiley Post, for example, Champlin's 
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agency, Tracy-Locke of Dallas, ar- 
ranged for the purchase of 5,000 
models of Post's airplane, the Win- 
nie Mae. These were put on sale at 
Champlin service stations for 29^ 
each, with no gasoline or oil pur- 
chases necessary. The response was 
overwhelming. Dealers were sold 
out of the planes within a few days, 
and rush orders were placed with 
the manufacturer for additional sup- 
plies. Approximately 40,000 model 
planes were sold during the cam- 
paign. 

Also successful was the promotion 
for The Fighting 45th. Models of 
LST's similar to the ones used by 
the 45th Division were put on sale 
at Champlin stations, and again the 
response was beyond expectations. 
According to Champlin's agency, 
these are among the most successful 
promotions the company ever con- 
ducted in Oklahoma. WKY-TV spot 
checked Champlin stations in Okla- 
homa City, found the dealers re- 
ported increased gallonage as well 
as new customers. 

As for commercials on the pro- 
grams, Champlin used two types, 
one of an institutional nature tying 
into program content — this taped 
in the WKY-TV studios — and the 
other a "selling" commercial filmed 
on location by the agency. Larry 
DuPont, Tracy-Locke executive, is 
the tv spokesman for Champlin. 

For 1964, the scope of the Heri- 
tage series is expanding, and the 
series has a new name. Since the 
subject matter has dealt with Okla- 
homa, the series was known as 
Oklahoma Heritage. Recause Cham- 
lin markets its products throughout 
the Great Plains area, and is enter- 
ing other markets with the program, 
the name of the scries has now been 
changed to Heritage of the Great 
Plains, a closer tie to the company 
slogan, "Champlin — A Great Name 
in the Great Plains." ■ 




L-r at signing of "Heritage" reneival contra% 
Jerry Powell, writer; Gene Allen, write! 

CHAMPLIN GOES ALL O 
TO PROMOTE SERIES 

Champlin seizes the opportim 
; to tie in promotional 
;i| activities with 
H "Oklahoma Heritage" 
S whenever possible. Prior 
? to airing '"'Pioneer Painter," j 
a example, WKY-TV arranged % 
1 exhibit of approximately lOOf 

Augusta Metcalfe's 

paintings in display windows 
I busy Penn Square, 
I later used the same prominen 

location plus Penn Square m( 
3 for exhibits and 

armament furnished by the 

45th Division for two weeks 
gg before and during 
1 the series' "Fighting ftfirV 
;;| program. These and 
J other "Heritage" 

promotions have met with 
if much success. 
I 

SPONSOR 




«*pr.-- R, R. tZfihtm, GhgmplSn &U marketing & ad». mgr.; Norman, ChampUn's ad agency, Tracy-Locke, films* product commercial on 
% IfRl.TV arri Lurry L>uPauh Tracy-Locke ad agency location. Firm's institutional spots are taped in WKY-TV studios 




Heritage"' pioneer painter Augusta Metcalfe at window displayi Army's 45th Division armament for "Fighting 45th" promotion 
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Jack Minges (r), president of I'epsi Cola Holt I tug Co. of Greeniille, N.C., is given auurd 
by Pepsi Cola Co. r.p. I). Mitch Cox for leading oil of company's bottlers through- 
out world in per capita sales. Observing is Dr. Leo Jenkins, pres., East Carolina College 



World's top Pepsi distributor 
lays success at feet of TV 



THE Pepsi Cola Bottling Co. of 
Greenville, N. C, lias been cited 
for attaining the highest per capita 
sale of Pepsi in the world in com- 
petition with 104 other countries 
. . . and Jack Minges, president and 
treasurer of the firm, credits his 
television advertising for a large 
part of his success. 

"We have a very large ad 
budget," says' Minges, "and 50% 
of it goes into our two local North 
Carolina stations, WITN Washing- 
ton and WNCT Greenville. Shortly 
after we went on TV for the first 
time, we had so much business we 
opened another plant in Kinston." 

D. Mitch Cox, vice president ol 
the Pepsi Cola Co., says: "The 
strength of Pepsi's marketing is in 
its advertising, promotion, and pub- 
lic relations, and Jack Minges has 
proved to be an expert in his use 
of all these tools. I l is use of tele- 
vision advertising has especially 
increased his sales. Pepsi distribu- 
tors, in general, depend very heavily 
upon TV, and Minges in particu- 
lar. It is one ol the primary reasons 
lie has become the world's highest 
per capita distributor ol Pepsi Cola. 

The Greenville bottler's schedule 
on WITN is an example of the 
successful formula he uses. Appre- 
ciative of the umbrella effect ol the 
parent company's advertising. 



Minges places 11 TV spots a week 
on WITN, with a sustaining agree- 
ment to purchase all chainbreaks 
available in the World Series, All 
Star games, and other special 
events. In addition, he usually picks 
up one quarter of the baseball 
games fed to WITN by NBC. 

Being No. 1 Pepsi distributor in 
the world would be enough to 
satisfy most bottlers, but Minges 
feels, "We haven't even begun to 
realize our potential. Through our 
WITN advertising we want to edu- 
cate people to drink Pepsi with 
meals and at any other time ol the 
day. The only reason that families 
drink other beverages is because 
they were taught to, and we want 
to change this. Yon might say we 
are coming in the back door, 
through the picnic tables, but we'll 
keep talking Pepsi on TV until our 
lull market potential is realized." 

The Pepsi Cola Bottling Co. of 
Greenville is one of three family- 
owned companies which have a 
record of success that is almost im- 
possible to break. The plant in 
Kinston, of which Minges is' vice 
president and secretary, is No. 2 in 
the highest per capita sales in the 
world. The plant in New Bern, of 
which Minges is a trust officer, was 
No. 3. Minges' brothers run the 
other two plants. ■ 



Studebaker ups Durish 
to automotive ad mgr. 

Paul IL Durish has been appointed 
director of advertising for Stude- 
baker 's automotive division, directly 
responsible for 
all phases of 
the division's 
merchandising 
— especially 
that which in- 
volves sales 
promotion and 
advertising. 

He assumes 
his new post 
after having Durish 
served the company as manager of 
advertising, sales promotion, and 
public relations for Studebaker of 
Canada, and retains the latter re- 
sponsibilities in addition to taking 
on similar duties for Mercedes-Benz 
of Canada. 

One of Durish's first moves was 
to announce that Studebaker has 
purchased quarter - sponsorship of 
The Ed Sullivan Show on the CBC- 
TV network in Canada. 

Drackett net up 21% 
as Vfe sales rise 12% 

The Drackett Co. and subsidiar- 
ies in the first fiscal quarter of 
1963-64 showed a 21% gain in net 
profits and a rise of 12% in sales, 
Roger Drackett, president, told the 
annual meeting of shareholders who 
re-elected all directors. 

Net earnings for the quarter 
ended Dec. 31, were $1,014,000, 
compared with $830,000 in the like 
quarter last fiscal year. This was 
equal to 35 cents a share to the 
2,906,734 shares outstanding, against 
29 cents a share on the 2,902,987 
shares at the end of the same quart- 
er a year ago. 

Sales in the first quarter were 
$12,708,000, against $11,346,000 in 
the like quarter a year ago. 

"The company," president Drack- 
ett told shareholders, "repaid one 
half of the $5 million borrowed in 
1962 to help finance the acquisition 
of the O'Cedar business. 

The board elected Steward Mc- 
Makin, former treasurer, assistant 
vice president in charge of employe 
benefit programs. E. J. BeyCftdor- 
fer, former assistant treasurer, was 
elected treasurer. 
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Gen. Foods 'Archways' 
a 'Fair' ad medium 



General foods is placing some 
$2.5 million into a new medium 
which will provide corporate adver- 
tising for the company and all its 
divisions, in addition to promoting 
a theme, "Peace Through Under- 
standing." The medium — 11 "Arch- 
ways to Understanding." The occa- 
sion — The 1964-'65 New York 
World's Fair. 

Conceived for the Fair by Gen- 
eral Foods and Benton & Bowles, 
the project is being underwritten 
by GF as a public service and is ex- 
pected to be in operation by Apr. 1. 
The "Archways," each towering 60 
feet above entrances and strategic 
intersections on the fairgrounds, 
will have display panels carrying 
continuous news of special Fair 
events; current news, weather re- 
ports, and traffic conditions; other 
public service messages; and pic- 
torial coverage of Fair activities. 

The photo panels in each "Arch- 
way" will carry pictures of GF prod- 
ucts eight minutes of every hour. 



The units — both message and photo 
— will be in operation at least 12 
hours a day, seven days a week, 
from Apr. 22-Oct. 18 this year, and 
from Apr. 21-Oct. 17 in 1965. Prod- 
uct references will be confined to 
30 seconds duration. 

GF chairman Charles G. Morti- 
mer pointed out that as his com- 
pany was a "profit-minded" organi- 
zation, the value of the project was 
"carefully measured" before Gen- 
eral Foods contracted for its spon- 
sorship. It was also noted that the 
various GF brands will most likely 
use the project in upcoming adver- 
tising, and it was stressed that the 
company's outlay for the "Arch- 
ways" wouldn't necessarily cut into 
General Foods' overall ad budget. 

In addition to Benton & Bowles, 
three other agencies — Young & 
Rubicam, Foote, Cone & Belding, 
and Ogilvy Benson & Mather — have 
undertaken special Fair assignments 
for GF divisions they represent. ■ 



Higher 6-month sales 
by Richardson-Merrell 

Consolidated sales of Richardson- 
Merrell, Inc., including its Vick 
Chemical Co., division, for the first 
six months of the 1963-'64 fiscal year 
were $92,227,000— an increase of 
2.5 per cent over $89,962,000 for the 
same period last year, announces 
H. R. Marschalk, president of the 
diversified drug firm. 

Earnings after adjustment for for- 
eign operations were $10,492,000, 
compared with $11,011,000 last 
year. Earnings per share for six 
months were $1.81, compared with 
$1.88 last year. 

Vick Chemical division intro- 
duced new MediMist, a deconges- 
tant aerosol room spray, in Canada 
in the fall of 1963, and Vick Inter- 
national division introduced the 
same product in Australia and is test 
marketing it in Germany. Vick In- 
ternational also introduced a new 
cough drop in Germany that is 
based on the successful Formula 44 
cough syrup. 

Last October, Richardson-Merrell 
acquired Diger-Selz, an effervescent 
powder to aid digestion. This Ital- 
ian product has achieved excellent 
consumer acceptance in central 
Italy, said Marschalk, and distribu- 
tion will be expanded throughout 
Italy and possibly to other markets 
in Europe and elsewhere. 

The acquisition of Gascoigne- 
Crowther Ltd. of Reading, England, 
on Dec. 31 also was announced. The 
principal product of the company is 
Napisan — a powder used by moth- 
ers to wash and sterilize diapers. 
This and other baby care products 
of Gascoigne-Crowther Ltd. will be 
closely integrated with the products 
of Milton Antiseptic Ltd., a British 
company acquired by Richardson- 
Merrell in 1958. The present prim- 
ary marketing area of Napisan is the 
United Kingdom, but plans are be- 
ing developed to extend distribu- 
tion to other international markets, 

Parkhurst Schick v. p. 

Leslie Parkhurst, former president 
of American Safety Razor, and as- 
sistant to the president of Schick 
since early last year, has been elect- 
ed vice president-marketing of 
Schick. He succeeds C. C. Mendler, 
now vice president, of Hamilton 
Cosco. 
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Apples for teacher 




Fourth-grader Bobby Boyd presents apple to his teacher, Elizabeth 
Wingo, after winning two boxes of them in WTAR (Norfolk) contest, 
which asked school children to nominate their favorite teachers. Left 
is Arthur Gray, manager of a local A & P, and Paul Hcnnings, WTAR 
personality. During the seven-week promotion, 600 letters were received 
by the station, and 35 winners were awarded 70 boxes of apples 
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WABC-TV is up in NewYork! 



Here's why: 

The spectacular 1 ratings increases of the 
shows mentioned on the preceding four 
pages give you a pretty clear notion of 
what's been happening atWABC-TV during 
the past year,. 

Why are so to any more viewers watching 
WABC-TV? Obviously, they like what they 
see on Channel 7. Programs Jike The Big 
Show, The Big News, 7 O'clock Show and 
The Best of Broadway are what the public 
looks for and likes. 

wabc-tv offers a balanced schedule of 
entertainment, news and informative public 
affairs programming to the people who live 
in the many communities that make up the 
greater New York metropolitan area. Like 
every good citizen of these communities! 
WabC-tv takes an active interest in com- 
munity affairs. Programs such as New York, 
New York, ..Page One. ..The Les Crane 
Show... Editorial Opinion deal Specifically 
and significantly with New York area proj- 
ects and problems. 

A dynamic interest in public affairs, 
popular entertainment and news programs 
and the exciting new shows of the ABC 
T'elevison Network are among the reasons 
WABC-TV is moving up fast in New York.. 

I WABC-TV NEW YORK $ 

The Siata used fesie'in are. sMfrrja'tes. (fort the OMo:bei-N"ftvemb.er 
ARB 1963 vs. 1962. They are subjisot Jo limitations of sample size 
ami other quali1fc«tions which are awilabie cm revest, 

f©£r«er? 1% W6M 29 



AGENCIES 

More shops will 
go public: Cone 

First to brave the fickle financial world of public 
ownership, FC&B's head thinks other agencies will 
follow, sees it as solution to fiscal dilemmas 



The man who pioneered public 
ownership of advertising agen- 
cies predicts that perhaps six more 
shops will offer their stock for sale 
this year. 

Fairfax Cone, in addition to pav- 
ing the public ownership route, has 
unofficially undertaken to help edu- 
cate investors and other agencies on 
this new business breakthrough. 
And, of course, all interested eyes 
follow the over-the-counter quota- 
tions, making Foote, Cone & Beld- 
ing a show window experiment in 
fiscal management. 

Cone, executive committee chair- 
man of the agency that went public 
last fall, has reassurance for any- 
one worried about agency profits 
from two standpoints: 1) the effect 
of account switches on agency 
stock, and 2) how increasing ad 
volume affects consumer "resist- 
ance." 

On the first point, skeptics, who 
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thought the agency business too 
unstable for public ownership, seem 
to have been wrong, at least so far 
as FC&B can chart to date. As Cone 
told a Chicago radio audience, 
fluctuations in the price of the stock 
seem to bear no relation to gains 
and losses in billings. He was guest 
on the third in a new WGN series 
called, The World of Advertising, 
hosted by George Lazarus and 
sponsored by North American Van 
Lines (E. H. Russell, McCloskey). 

"Shortly after the stock was sold, 
wc were assigned two quite large 
accounts, totaling about $10 million 
annually," he said. "And the stock 
didn't move at all, not a quarter or 
an eighth of a point . . . We thought 
this was odd. ... I hope that it 
works the same way on that day 
when we lose an account that is 
worth $7 or 8 million." 

Investors, other interested agen- 
cies, and FC&B had an opportunity 



to study that very situation, on a 
somewhat smaller scale, just two 
weeks ago when Lever Bros, pulled 
out some $2 million in billings be- 
cause of a product conflicts (Spon- 
sor, Feb. 3). The stock held its 
own around 14 in the period im- 
mediately following the loss, and 
a few days later went up to 14Ji 

There was also an upswing in 
stock after Cone and other FC&B 
executives addressed the New York 
Investment Analysts and answered 
questions on agency operation. This 
suggests, Cone told Lazarus, that 
as the public comes to know more 
about the business, it will be a more 
attractive investment. 

Discussing the motivations for 
public ownership from the agency's 
point of view, Cone felt it had two 
definite advantages. 

"In the case of almost all agen- 
cies," he said, "there is an agree- 
ment on the part of stockholders to 
offer their stock back to the com- 
pany in the event of their retire- 
ment or leaving." Foote, Cone & 
Belding, for instance, was faced 
with a situation where a dozen 
members of the firm who controlled 
the bulk of the stock were all near- 
ing the time of retirement. "The 
obligation on the part of the com- 
pany to repurchase their stock 
would have been such as to impair 
the company's financial resources." 

"A second reason agencies would 
like to be public, and also a major 
motivating factor for FC&B, is the 
benefits it offers to employees. 
When there is not a public offering, 
in most cases stock is traded at book 
value. This gives long-time em- 
ployees, if you please, no opportun- 
ity to profit from the business they 
have built. Once they leave, their 
participation is gone." 

Possible over-exposure to adver- 
tising messages is another economic 
fear that Cone pooh-poohs. 

Troubled by estimates that thou- 
sands of messages are beamed at 
the consumer every day, Lazarus 
queried Cone on the effects of ever- 
increasing advertising expenditures. 
Cone noted that of all the media 
messages seen and heard, "we are 
really only affected by those that 
have some message for us. If you, 
don't smoke, cigarette advertising 
has no effect on you," he conclud- 
ed. ■ 
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A major shareholder 

Fairfax Cone, chairman of the ex- 
ecutive committee of Foote, Cone 
& Belding, oversees one of the six 
biggest agencies in the world. In 
1963 it billed $155 million, picked 
up about $10 million more for '64, 
and made big news as the first 
major advertising agency to offer its 
stock to the public. A few have fol- 
lowed, but it is FC&B which the 
financial world is watching and 
which may influence the future bus- 
iness structure of U. S. agencies. 
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THEY LAUGHED WHEN WE SAT DOWN 
AND COMBINED RADIO AND TELEVISION 



Our broadcast operations: are unique, Our pif- 
tew«lffiei.appBMr@n both KRNT Radio and KRNT-TV. 
Most of our executives and staff v«0rk in both areas 
of operation;, and our salesmen — and this sort of 
knocks people out — our salesmen sell both radio 
and television. To our way of thinking, radio, and 
television go together like ham and eggs. In out 
sales department, it's like the song, "Love and Mar- 
riage" — our salesmen can't have one without the 
other, 

MEDIA MIX HERE SINCE 1955 

The result of this philosophy of operation has 
been a media mix of radio and television. They're 
iff love with each other, and our clients are in love 
with them. The union has resulted in an amazing 
, number of satisfied long-term advertisers. Vile do 
nearly %| of all local television business in this 
three-station market, and always have since the in- 
ception of our TV station 0 years ago. We generally 
do; around half of the total local radio business in 
this market of six AM radio stations! 



this is not because our salesmen are so 
jpieJ, although they are smart, sharp advertising 
men. Ws because they sell broadcast advertising 
that is good, and here's one of the factors that make 
ft good; They sell the same persona lities on both 
radio and TV. 

Some of our advertisers say that personalities 
well-known on TV are the best thing a radio station 
can have to sell, and if you think about it, this makes 
sense,. There is a factor involved, called Inter -Media 
Motivation, which makes it true. All our people are 
seen regularly on our te!evis j 'o n station; radio listen- 
ers really know the person that goes with the voice. 
There are more widely known personalities on KRNT 
Jio than on all other local radio stations combined. 



RADIO IMPORTANT TO TV PERSONALITIES 

They say that personalities who are heard regularly 
and continuously on radio are the best thing a TV 
station can have to mi) — same inter-Media Motiva- 
tittn Pastor again, These advertisers have been dem- 



onstrating the effectiveness of this philosophy since 
the Start of our television operation 9 years ago. 
They believe, and their sales prove it, that this KRNT 
Radio - KRNT-TV media mix is the most all-reaching, 
most constantly persuasive, most memorable, the 
surest Way to advertising profit known hereabouts. 
We know of .quite a few national advertisers who now 
believe this, also. 

YOU'LL GET RESULTS USING BOTH 

If you aspire to sell as if you really owned the 
products you advertise — if you think of yourself as 
having a big inventory and having to move it quickly 
at a profit' — >then you will want to give careful 
thought to this most altreaching, this quickest, 
surest way to advertising effectiveness, as so many 
of these local advertisers have done. 

The media mix of KRNT Radio and KRNT-TV — 
served up by the best-known personalities in this 
part of the country, in an. atmosphere of friendliness 
and warmth, and heavily cross-promoted over these 
two outstanding broadcast facilities — will get you 
the results you must have jn this competitive market 
place. 

We believe without reservation that the most pow- 
erful media mix is radio and television and that, in 
our case, where radio and television are so married 
to each other, KRNT Broadcasting offers you your 
best media buy. Out here in the center of Iowa and 
the U.S.A., we're demonstrating a great truth, You 
can't beat advertising results. We sell sales. 



KRNT 
KRNT-TV 

DES MOINES 

An Operation of Cowles Magazines 
and Broadeasiing, inc. 

REPRESENTED BY TffE HATZ AGENCY, INC. 



AGENCIES 

Idea cross - breeding 
freshens agency stack 



Agencies are feeding their idea 
mills with outside talent. Ex- 
amples of the clinic-conference de- 
vice for fact-swapping are appear- 
ing in the east and midwest. 

In New York, West, Weir & Bar- 
tell ( merged from the old Donahue 
& Coe and Ellington agencies) has 
started monthly "creative clinics." 
In Dayton, Willis/ Case/I larwood is 
holding weekly "coffee conferences." 

WWB's Walter Weir, executive 
committee chairman, told his copy 
and art personnel, "We have made 
exceptional creative work the key- 
stone for our growth. We hope to 
effect this through . . . exposure at 
these meetings to the latest findings 
of copy research, to new techniques 
of communication, and through dis- 
cussions relating to the creation of 
the most effective advertising." 
Clients are invited, too, to hear 



guest experts and discuss communi- 
cations research by the agency's 
own staff. 

Paul Willis, president of the Day- 
ton agency, calls the WCH sessions 
weekly fact-finding conferences. 
Transcripts, issued after each ses- 
sion, are available to all interested 
advertisers. 

Market orientation on syndicated 
film is offered in the first "Coffee 
Conference Report," featuring Don 
Dahlman, sales manager of WLWD, 
Dayton, formerly with Ziv and 
United Artists TV. 

Describing the shrinking supply 
of first-run syndicated programing, 
Dahlman predicted the pendulum 
would shift again. Syndicated shows 
are good for advertisers "concerned 
with strong advertising and with an 
image," he pointed out at the WCH 
conference. 



Streamlined spot tape 
investigated by Ampex 

Ampex is looking at ways to 
streamline recording-playback sys- 
tems for radio commercials and 
hopes to report on its research by 
April. 

The study resulted from agency 
and broadcaster requests, C. Gus 
Grant said in Redwood City, Calif. 
Referring to controversy over car- 
tridge systems, he said Ampex now 
is investigating both cartridge and 
other methods in an attempt to re- 
concile convenience with sound 
and operational quality. Ampex 
heretofore has found only reel-to- 
reel equipment up to reproduction 
and reliability standards of com- 
mercial work. 

RX for tired ad copy: 
human sympathy— Weir 

The "amazing, new" school of copy- 
writers is condemned to the rank of 
ineffectuals by an elder craftsman 
of the business, Walter Weir, exec- 
utive committee chairman of West, 
Weir & Bartel, New York. 

Addressing die Assn. of Indus- 
trial Advertisers last week, he said 
the ad writer is "more careless than 
almost any other communicator. . . . 
He tends to write advertising mes- 
sages that sound as advertising mes- 
sages have sounded for years, and 
sound like all other advertising mes- 
sages that appear with them." 

To improve as a communicator, 
the writer must improve himself as 
a sympathetic human being. Weir 
advised, "If we think in terms of 
'advertising' to somebody, we will 
tend to come up with all the tired 
advertising language and rhetorical 
stratagems that have become the 
impedimenta of advertising over 
the years." 

"There is one discipline I think 
we can employ to good effect, arid 
that is a more careful use of the 
tools by which we think — the words 
we use," writer Weir counsels. 

Weir's golden rule for good copy; 
"We speak to others as wc would 
speak to ourselves. . . . Once the 
attitude is right, the right and most 
effective language is most likely to 
follow. If anybody wants to write — 
or to judge really effective advertis- 
ing — this, I believe, is the only way 
to do it." 



Analyzing new TV talent rates 



1 




More than 80 TV and radio directors from advertising agencies in St. 
Louis, Chicago, and Minneapolis recently attended talent union seminar 
sponsored by 4A's Chicago Council, to hear panel analyze new TV rates 
negotiated with AFTUA and SAG by Joint Negotiating Committee of 
ANA-4A Joint Committee on Broadcast Talent Union Relations. Panelists, 
all members of Joint Committee, were (1-r) David Dole of Leo Burnett 
Company, Chicago; Marion Preston of J. Walter Thompson Company, 
N. Y., vice chairman of the committee; Harold J. Saz, Ted Bates & 
Co., N. Y. chairman; Vincent Connelly, Daneer-Fitzgerald-Sample, N. Y. 
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"MARYLAND'S NUMBER ONE CHANNEL OF COMMUNICATION 

NATIONALLY REPRESENTED BY EDWARD RETRY & CO., INC. 



TIME I buying & selling 



TV buyer's motto: 
improve the buy! 

DCS&S's Marty Herbst discusses that important step 
beyond the tv spot buy — improving the schedule — in 
part six of a series of articles by agency experts 



IN today's increasingly complex 
media world the planning function 
has virtually displaced the actual 
buying function for most media 
forms. The important question has 
become "what list of magazines 
should I use with what frequency," 
or "what combination of television 




MARTY HERBST 

Director oj media research and 
coordinator of computer control section 
at Doherty, Clifford, Steers & Shenficltl 
in IMeu ) ork. he was formerly media 
supervisor with Donahue & Coe, 
where he created and directed the media 
research department. Before lliut, was 
in charge oj radio-tc research at BBDO. 
was special analyst for I'&G at Biow 



programs best meets the needs of 
this product." Of secondary and 
often only passing clerical interest 
is the actual placement, or buying, 
of the schedule in these national 
media. 

With more and more available 
media choices and shrinking indi- 
vidual differences, it has become 
increasingly difficult to discriminate 
between alternate media vehicles 
and then build a sound media plan 
that will most effectively combine 
all the alternatives. Much of today's 
creative media energies are really 
devoted to developing systems that 
will allow the agency and adver- 
tiser to readily integrate various 
combinations of media for a given 
product situation. Once these ele- 
ments have been assembled and 
the plan is implemented, there is 
generally very little more than can 
be done. 

There is only one basic exception 
to this media structure — it is spot 
television. Here the professional 
buyer is in a position to do actually 
something about improving adver- 
tising effectiveness even after the 
commercials have been aired. 

For the spot television medium 
alone, buying is on a par with plan- 
ning. This article will demonstrate 
the significance of the buying func- 
tion in a leading agency through 
both placement of the spot schedule 
in the markets and also subsequent 
improvement of that schedule af- 
fected by the buying professional. 

Before placing his advertising 
bets on specific stations, a buyer 
starts with four elements: he has 
a budget, a market, plan of action, 



and very little time. The signifi- 
cance of the last factor cannot be 
exaggerated. Buyers often place 
schedules in 10, 20, 50 or 100 mar- 
kets within a period of days or a 
few weeks. Often there is simply a 
race against time to filter all the 
availabilities from the markets on 
the list, see how they fit into the 
budget and the restrictions of the 
plan, and then mechanically select 
the best. Then the ponderous, esti- 
mating function steps in to let the 
buyer know where he is right down 
to the last rjienny (which figure will 
later be revised several times), and 
subsequently to start the account- 
ing wheels in their never ending 
cycle of paying the station and bill* 
ing the client. 

These operationSj complete with 
an unending stream of paper work, 
are what often make spot television 
buying frowned upon as a costly 
medium to handle for many agen- 
cies, This slow and cumbersome 
method of estimating is one of the 
principle areas where effective 
streamlining can be implemented, 

DCSS has a computer program 
in operation which produces spot 
television estimates overnight. The 
agency currently uses the computer 
in this fashion through the GMB 
(Central Media Bureau) for a major 
$2 million dollar spot advertiser. 
The overnight estimate produced, 
by this system climaxes two years 
of CMB work in first writing a sin- 
gle unified program that depicts 
the varied, uncoordinated rates of 
some 540 commercial television sta- 
tions; and second by an additional 
year of DCSS, CMBeffortS to bring 
this program into practical grips 
with the specific realities of client 
problems. In the future this pro- 
gram will be extended to include 
billing and paying and, more im- 
portant, to increase further the pur- 
chased share of the best television 
spots available. The computer will 
save substantial amounts of time 
by arranging and ranking all avail- 
able spots separately and in com- 
bination according to predeter- 
mined marketing characteristics. 
For one advertiser these rankings 
may simply be a cost-per-thousand 
homes without any restrictions ;« for 
another it may be cost-per-thousand 
men age 18-39 with consideration 
given only to those spots delivering 
at least a 12 rating in early evening, 
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If you lived in San Francisco.,. 




.you *d be sold on KRON-TV 
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THE EASY WAY! 
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KELO-tv • KDLO-tv • KPLO-tv 

(interconnected) 
JOE FLOYD, President 
Evans Nord, Executive Vice- Pres. & Gen. Mgr. 
Larry Bentson, Vice-Pres. 
Represented nationally by H-R 
In Minneapolis by Wayne Evans 



You don't have to fumble through 
a lot of rate cards to blanket the 
Sioux Falls-98 County Market. 
One television facility, KELO- 
LAND TV, blankets it all ! Our 
three interconnected transmitters, 
operating as one station, gives 
you full market coverage, more 
than 284,000 tv homes — simul- 
taneously! In fact, so effective is 
KELO-LAND TV as an audience 
builder, it delivers 25.7% more 
tv homes than the highest-rated 
station in Omaha, 31.7% more 
than Des Moines' top station, 
26.7% more than Duluth's. 

Source: ARB Audience Summaries, Nov. 1963, 9 a.m. 
to midnight. 7 days a week. This data submitted as 
estimates not exact measurements. 

Sioux Falls — 98-County Market — Intact! 

MINN 



General Offices: Sioux Falls, S. D. 



syndicated or feature films. The 
elimination of the cumbersome vol- 
ume of computional work involved 
in arranging the spots will permit 
the media supervisor and the buyer 
adequate time to plan properly for 
the initial placement of spots in a 
market. 

Spot television is very often a six- 
month business running from Oc- 
tober through March. Buyers who 
desire to implement Fall schedules 
must rely on last season's track re- 
cord. As this very often is of limited 
value in reflecting the performance 
of new programing entries, we see 
another important reason for cut- 
ting down the time of placing the 
schedule in the market so that a 
tighter, more realistic spot plan can 
be thought out in advance and then 
purchased. 

Of the four significant items in 
the initial placement of spot sched- 
ules, we have shown how we plan 
to shorten the time lag, reduce bud- 
get problems through the use of the 
computer, and thereby introduce a 
higher order of planning in the 
initial placement of spots. 

The same organized approach is 
brought to bear on the market list 
itself. The agency has evolved an 
unusual technique for ferreting out 
potential growth areas, and thereby 
reducing the two to three-year time 
deficiency inherent in using pub- 
lished statistical data as a barome- 
ter of future potential. Markets des- 
ignated with unusual growth at- 
tributes thereby become more im- 
portant to most advertisers and are 
labeled "Advanced Markets." The 
agency has instituted procedures 
where systematic data-gathering is 
undertaken periodically in desig- 
nated markets either by letter, 
where possible, or by field trips, 
when necessary. 

Schedule improvements 

After the buy has been executed 
in the market, it can be improved. 
While this statement sounds simple 
and almost axiomatic it is unique to 
the spot television medium. With 
a network program, all an adver- 
tiser can do after the commitment 
is made is add or delete a few sta- 
tions, and on rare occasions effect 
a time period change. Both of these 
actions are virtually impossible with 
the bulk of today's network buying 
which is in the form of package or 



scatter plans. Of course the adver- 
tiser can move to other programs, 
but this is really an overall new 
buy, and does not represent an im- 
provement of an existing situation. 

The same holds true for a mag- 
azine; all that can be done after the 
buy is made, is pull out of one mag- 
azine and go into another. 

With newspapers, you are either 
in a given newspaper or you are 
not; and as most markets have but 
a single paper, this is simply an 
"either/or" decision made in ad- 
vance. 

Spot radio is somewhat akin to 
spot television; however, in radio 
the entire station or large chunks 




Marty Herbst and media & programing 



of time are programed according 
to a single format. 

But only in spot television, is the 
unit of variation the given program 
in a single time period on a single 
station. In a good many cases the 
spot buyer may be examining, for 
example, prime 20's during the half- 
hour break in Bonanza as a possible 
vehicle in several different markets. 
However, its local performance and 
environment will generally be dif- 
ferent in going from one market to 
another, and follows the above 
statement on spot television. That 
is why utilizing a professional buyer 
of spot television will ultimately 
pay off for an advertiser. This buy- 
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er's more complete knowledge of 
till medium Will allow him to im- 
jjioye a given spot schedule to a 
far greater degree than the novice. 
He professional buyer can bring 
to. bear all the tools at his disposal, 
ineltiding knowledge of markets, 
flient's- problems, and the ability 
to negotiate. These are the factors 
that cannot be readily mediauized 
ir put on a computer even though 
attempts are being made to do so. 

In many other large agencies, 
schedule improvement is executed 
in a simple, mechanical fashion that 
ft undifferentiated from the rules 
utilized by those agencies in the 
initial placement of the schedule. 




c wm nrarMs iijvalved in media skill 



For example,, the buyer may be told 
to keep th# weight level at 100 rat- 
ing points a week and not accept 
fringe minutes with a higher cost- 
per- thousand homes than $2.50. 
The reason for this approach is that 
it is an easy system to administer 
to a group of young trainees who 
will be in and out of the media 
department in two or three years,. 
These trainees barely learn the se- 
mantics of the game and the rules 
to follow before they are looking 
forward to moving into account 



f eel our spot television, buy- 
ers are truly professionals They are 
given free rein to use their experi- 



ence and judgment in what is per- 
haps their most important function 
— the continual up-grading of the 
advertiser's schedules in all mar- 
ketSi Often this will produce in- 
creased budgets which benefit the 
client,; the agency, and the stations 
involved. The professional buyer 
does not look at the market? in iso- 
lation, he examines the play be- 
tween them. When necessary he 
will demonstrate to the advertiser, 
for example, that the currently used 
Boston market covers part of the 
Portland, Me., area, and why not 
then add Portland with only a slight 
increase in the budget, and thereby 
provide more efficient, equitable 
media weight in the entire New 
England sales territory, Or, this 
buyer may observe that there is a 
Clustering of small television mar- 
kets in the south which fall just 
beyond the limits of his market list 
by virtue of their size. Yet the 
south, in general may be a good 
sales area, and the addition of these 
smaller markets to the market list 
will generate profitable new busi- 
ness for all concerned. 

Another criterion lies in compar- 
ing the performance of the DCSS 
spot buyers with that achieved in 
other agencies with whom we share 
a common client. By the simplest 
yardstick — eost-per-thousand — we 
find that Our spots are 10% to 15% 
more efficient than those attained 
by the other agencies. The station 
reps bear this out when they tell 
us how easy their lives are at other 
large shops that practice this mech- 
anized kind of buying. All they 
have to do is learn the agency rules 
and they will automatically get the 
business. Conversely, we rely on the 
spot television buyer to use his pro- 
fessional judgment in continually 
improving and negotiating for su- 
perior schedules. That is perhaps 
our fundamental responsibility in 
the placement of spot television dol- 
lars. Here the buyer and seller de- 
velop a mutual respect for each 
other, secure in the knowledge that 
they must give to the other the very 
best each has to offer. 

We will look everlastingly for new 
techniques to give our buyers more 
time to properly place schedules hi 
the advertising market place, and 
we will continue to. maintain the 
proper atmosphere to keep our pro- 
fessional buyers on the fob. ■ 




10:30 P.M.-Battleline 
(1st Run) 

11:00 P.M.-rslewsJme 

11:15 P.M.-Adult Theater 

10:00 P.M.— Stoney Burke 
11:00 P.M.-Newsline 
11:10 P.M.-ABC News Report 
11:40 P.M.-Late Show 

Wonderful Florida Tele Vision 

WF 

ORLANDO, FLORIDA 

FOR AVAILABILITIES CALL 
BTA-BLAIR TELEVISION ASSOCIATES 





Is there a hole in your 
TV commercial too? 

Tele-Video's recipe forTVfilm produc- 
tion makes sure there are no "miss- 
ing middles". . , hd technical faults. 




■JVE3 LrJK // I D 0E O 

' PRODUCTIONS (WCQRP,Q«'AT£D, 
3115 West- 57th Street, New YOrX 19; JH'f York . JU2S09S 
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Gardner names Maffei 
to media post in N. Y. 

Rudolph P. (Rudy) Maffei has been 
named media director of Gardner 
Advertising's New York office. He 
was formerly 
vice president 
and associate 
media director 
at Benton & 
Bowles, same 
city. Maffei, a 
native New 
Yorker, was a 
media buyer at 
Maxon, and at 
Fuller & Smith 




Maffe 



& Ross before joining Benton & 
Bowles. He studied at Cornell Uni- 
versity, holds a Bachelor's degree 
in psychology from the College of 
the City of New York, and has done 
graduate work at New York Univer- 
sity. He is the second media man 



named to a top post recently by 
Charles E. Claggett, Gardner's pres- 
ident and Chairman. Earlier (spon- 
sor, January 27), Claggett an- 
nounced the appointment of Earl 
Hotze as media director in Gard- 
ner's St. Louis office. 

PRO reps boast 106% 
sales boost over 1962 

A sales increase of 106% was ac- 
complished last year over 1962 
sales by Prestige Representation 
Organization, radio station repre- 
sentative headquartered in New 
York. Sam Brownstein, firm's gen- 
eral manager, also disclosed the an- 
nual analysis of sales for the year. 

For the third consecutive time, 
the largest single catagory of sales 
was to advertisers using radio in 
the market for the first time. This 
was 41% of all accounts sold by the 
company. In 1962, this category 
was 39%. However, all those sales 



BEV SMITH: 

for good apples, pride 

Next month Beverly Smith marks 
his 20th year in advertising. With 
MeCann-Marsehalk (New York) as 
direetor of media and TV program- 
ing for the past two years, he's di- 
rectly eoneerned with sueh accounts 
as Speidel, Pillsbury's Tidy House 
Division, Seripto, Hartford Insur- 
ance, and Upjohn. Bev believes the 
attitude of the broadcast industry 
today, especially in television, needs 
to be eorreeted. He says, "The in- 
dustry should make a eoneerted ef- 
fort to make the general publie 
more aware of the important job 
broadcasting does. Admittedly, TV 
has several rotten apples in its 
basket of wares, but it also has 
plenty of reason to be proud of its 
record. The publie talks about what 
should be done in TV, and yet, how 
mueh aeeeptanee is there of quality 
programing by the publie? I feel 
you ean't buy advertising by slide 
rule alone. Too many people retreat 
behind numbers beeause it's the 
safe and easy thing to do, and they 
can't be disproved." Bev began his 
eareer with radio stations, worked 




as radio-TV producer with Young 
& Rubieam for 11 years, then be- 
eame executive produeer and ac- 
count exee on the RCA aeeount at 
Kenyon & Eekhardt. He later join- 
ed N. W. Ayer as a TV aeeount 
exee for Sealtest, AT&T, and Breek; 
was a TV aeeount exee with 
MeCann-Erickson before joining 
M-M. A fine photographer, Bev has 
an enviable display of photos in his 
oHiee. He and his wife Margaret, a 
seulptor, are the parents of three 
daughters; live in Darien, Conn. 



from 1962, and other advertisers, 
were considered as renewals if they 
bought in 1963. Renewals amount- 
ed to 34% of the company's ac- 
counts in 1963. 

The third catagory reported b\ 
PRO, switches from competitive; 
stations, accounted for 25%. Brown- 
stein stressed his pride in the mar- 
ket sales each year since the incep- 
tion of the company, feels that this 
is of particular significance since 
PRO sells only for stations in mar- 
kets below the recognized top 50. 



Tv spot schedules now 
in the buying stage 

Scott paper buying a sked of flights 
for Lady Scott in selected markets. 
Plan includes four flights of day^ 
time and fringe minutes. Flights 
will begin at specified dates in 
March, May, August, and October; 
vary in length from five to nine 
weeks. Buyer at J. Walter Thomp- 
son (New York) is Dennis DeSousa. 

Renault plans new 
advertising drive 

Renault, Inc., is launching its 
spring advertising campaign a little 
early this year — tv spots and news- 
paper schedules will begin in mid- 
February, and consumer magazine 
space in March. 

Television spots will use a musi- 
cal theme from "The Singing Nun" 
album, to create a "light, happy" 
approach. One spot will compare 
Renault's economy-sized Dauphine 
with the Rolls-Royce. 

Fuller & Smith 6c Ross, Inc., is 
Renault's agency. 

Spots for TNT filter 

Radio and television spots are 
among the media scheduled to 
launch the initial campaign for 
TNT-Filter Corporation's new, 
"medically proven" cigarette filter. 
No budget figures have been an- 
nounced for the promotion, an- 
nounced at a press conference on 
the west coast, but the TNT com- 
pany has named Soltys Associates, 
Los Angeles, to handle its public 
relations and business development 
plans. Gene Soltys is handling the 
account, with Charlene McCauley 
the creative director. 
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Film develops 
Dr Pepper profits 

Beyerage company's live and cartoon techniques for TV 
gets "H*l DavicJ" results against giant competition; 
sales melody is Harrtion-ized fey cartoonist Johnny Hart 



LocALLY-PRODtrcED filmed TV com- 
mercials are helping tlie Dr 
Pepper Company of Dallas, Tex., 
write aire of this year's better spon- 
sor success stories. 

With 10 basic, minute-long com- 
mercials, most of which have been 
filmed in Dr Peppers headquarters 
city by Keitz & Herndon^ Inc., at 
costs ranging f rom $3,000 to $11,000, 
the soft drmk company and its 
bottlers have Achieved favorable 



impact on the most important rat- 
ing books of all— the company's own 
profit and loss ledgers. 

Dr Pepper emerged as* a national 
advertiser in 1960, buying national 
coverage to back up a drive to dis- 
tribute nationally the soft drink 
product it has been selling region- 
ally for 75 years. To this end, the 
companv has budgeted between 
$2,500,000 and $3,000,000 a year 
for sales promotion, advertising 



and market expansion— against such 
massive competition as an esti- 
mated $35,000,000 budget lor like 
activity in the hands of its leading 
competitor. 

Of this total budget, Dr Pepper 
allotted approximately half for ad- 
vertising during 1963. The largest 
single portion of this, something 
over $500,000, is spent for network 
and independent TV time. The re- 
mainder is divided approximately 
equally between consumer maga- 
zines and promotional programs. 

While the dollars may appear 
relatively small, the payofl has been 
proportionately large. In 1961, Dr 
Pepper sales rose from just over 
$13,000,000 to nearly $15,000,000. 
In 1962, sales climbed to approxi- 
mately $17,500,000-up 17 per eent 
in a year when the soft drink in- 
dustry as a whole expanded only 
four to five per eent. What's more, 
through June> 1963, Dr Pepper 
monthly sales had set a new all- 
time record every month for 20 
consecutive months. This is par- 
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ticularly significant since it indi- 
cates the company has broken the 
"winter slump" heretofore universal 
throughout the industry. Based on 
this trend, sales could top $20,000,- 
000 in 1963. 

Behind this success is a break 
with convention and an advertising 
inventiveness which not only has 
dared but which, in fact, has ac- 
tively sought to be way, way dif- 
ferent. Filmed TV spots, magazine 
advertisements, points of purchase, 
promotions, bottler and dealer tie- 
ins have promoted such offbeat- 
even oddball— undertakings as con- 
tests in which consumers by the 
hundreds of thousands have sought 
to win a "Pleasure Island" in 1961, 
a "Solid Gold Dinosaur" in 1962, 
and "Harmon's Square Wheel" in 
1963. 

"Harmon," a cartoon caveman 
character created for Dr Pepper 
by Johnny Hart, author of the 
nationally-syndicated cartoon strip 
"B.C." has, in the same media, ex- 
tolled such exotic -sounding fun 
ideas as a "Caveman Clambake" 
party; Frosty Pep, a blend of Dr 



Pepper and ice cream; and Hot Dr 
Pepper over lemon, the "new win- 
ter-time drink sensation." 

Animated filmed commercials, 
featuring both "Harmon" cartoon 
animation and animated mat work 
over live action, have been a major 
factor in the success of these wacky 
promotions, says John C. Simmons, 
Dr Pepper vice president-advertis- 
ing. 

The Dr Pepper commercial films 
provide interesting material for a 
study in how to pinch pennies and 
still get the maximum return on 
each sponsoring dollar. 

Dr Pepper commercials are filmed 
because: 

• Animation is a eel by eel 
operation, requiring film. 

• All TV stations— including the 
independents in smaller markets- 
are set up to broadcast filmed com- 
mercials ivhile some do not have 
tape projection equipment. 

• Syndication costs are usually 
less. 

Dr Pepper has achieved better 
control over film work- in- process 
while saving time and travel ex- 



pense by assigning film production 
to a Dallas-based producer. Sim- 
mons emphasizes, however, that 
this is a minor consideration. Story- 
boards for all 10 basic TV com- 
mercials were circulated for bids 
from producers in other cities as 
well as Dallas. "Cost is a factor, 
but not the only one, in selection 
of our producer," Simmons said. 
"We feel the convenience of work- 
ing with a producer in our home 
town is worth something, but only 
if quality production will be the 
result." 

Each year, Simmons said, story- 
boards are circulated and "if an 
out of town producer can give us 
the quality we are looking for at a 
better price, his bid will be ac- 
cepted." 

"After all," he added, "we're still 
buying an art form— and that means 
our dollars have to pay artists for 
time, talent and equipment. The 
criterion, always, is to do whatever 
will make our advertising dollars 
work hardest for us in the long 
run." 

In any event, the producer chosen 
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You'd have a full-time staff of 154 professional people v 
and busily concerned every day with the extensive oper 
of a 3-phase television station — - one stationary and 
m wheels. Recently, a family portrait seemed like a 
Wea; but it turned into a frustrating Experience. Here's 
we were up against. 

Nos. 1-12 — Mobile cruiser (No. 151) mw tn Ml* I 
taping show for "ABC Wide World <tf 

NoS. 13-25— Cruiser (Ns, 1SS) production crew on 
mercial location, Fort Worth, 
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probably will get the order for all 
J3r Peppers commercials in that 
year unless— as in 19GS— the com- 
pany decides to assign location 
ffoxfc to one studio and animation 
to; another. The reason is simple. 
"The cost per film is less if you 
an assign a number of films to the 
same producer/* Simmons said. 
They can shoot all the films you 
are; going to use for the next six 
months during a single week when 
their sound stage is reserved for 
your work" 

Each of Br Pepper's basic full- 
mfnute commercials is so filmed 
that eight and twenty second spots 
are edited from the same filmed 
photography. Though production 
costs for these shorter commercial 
films is reduced to tlie cost of edit- 
ing, printing, and providing suit- 
able sound tracks, the end result 
is PQ separate commercials on films 
of 8, 20^ and ©©-second duration. 

Through Grant Advertising, Ine, 
which handles advertising for the 
Ek Pepper parent company and for 
a number of individual bottlers, 
these films are provided to the net- 



works on both 35mm and Item 
film. Programs with which P;r Pep- 
per was associated in 1063 include 
tire Dick Clark American Band- 
stand on ABC and, on NBC, Make 
Room for Daddy, and on CBS, Pete 
and Gladys, The Real McCoys, I 
Love Liimjy and Calendar. 

In addition to network exposure, 
the Dr Pepper parent company 
makes these commercials available 
to its 415, bottlers for use at the 
local level) with the parent com- 
pany bearing the expense of pro- 
duction and syndication and pro- 
viding cooperative funds for pur- 
chase of time at the local stations. 

The producing company pulls 
16mm reduction prints for syndica- 
tion to independent stations at a 
charge of approximately only $4.00 
a print, including boxing and cod- 
ing, in quantities of about 100 
copies. This compares with an 
average of about $15 per tape for 
syndication of taped commercials. 
Use of film for syndication, more- 
over, generates substantial savings 
in the cost of Shipping, since a 
16mm print weighs less than fape< 



Dr Pepper's locally syndicated, 
commercials are sent both directly 
to TV stations, in cases where the 
agency handles the local bottler's 
advertising, and to Dr Pepper bot- 
tlers who either place their own 
advertising or employ the services 
of agencies in their own cities. 

For the technical bud, Kcitz & 
Herndon shoots most of the interior 
live camera action on Eastman 
Double X Film, Type 4231. For 
animation, the firm uses a mounted 
Oxberry camera to capture graphic 
work on Eastman Background X 
Film, Type 5230. 

These films have been selected 
primarily for their reliability and 
their fine grain structure, according 
to Larry Herndon of the producing 
company. Herndon considers grain 
in the Eastman motion picture films 
"the finest in the industry." 

Print quality is particularly im- 
portant, both Simmons and Hern- 
don believe, when the object is to 
make food look good on a TV 
screen. "Your viewer may not know 
the first thing about grain in film, 
Camera angles, or photography, but 
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At screening of Dr Pepper filmed TV commercials are (from left) John C. Simmons, com- 
pany's v. p. -advertising ; cumeraman ; director; Joe Hughes, r.p., Grant Advertising, Inc., 
Dallas office; and Greg Sherry, executive vice president of Grant Chicago office 



all these may have considerable 
hearing on whether he is motivated 
bv your commercial." Simmons 
adds, "With film, you can light each 
sequence exactly as required for 
hest quality." 

Keitz & Hcrndon-produced com- 
mercials which first appeared July 
S, 1963, promoting "Frosty Pep," 
illustrate his point. Close-up se- 
quences show rich, creamv, ice 
cream being dipped from the box 
—placed in crystal— then topped 
with frosty, foamy, hubblv Or Pep- 
per. 

"It makes even me hungry to 
watch that film," Simmons says. 

Dr Pepper's TV commercials are 
planned in advance to support a 
scries of continuing pre-planned 
"special" promotions spanning a full 
year. This year's agenda includes 
filmed commercials promoting Hot 
Dr Pepper, Frosty Pep, a self- 
liquidating Dick Clark Record Vol- 
ume offer, the major early-summer 
"Square Wheel" contest, a Celeb- 
rity Party Contest featuring Dick 
Clark and aimed at the nation's 
youth, Miss Teenage America Con- 
test (of which Dr Pepper is one 
of three national sponsors) and the 
company's participation in the Jan. 
1 "Tournament of Roses" at Pasa- 
dena, Calif. 

Supporting the promotions, some 
of which are just plain wacky, is 
business-like analysis. 

"If we are off-beat," says Sim- 
mons, "it should be apparent to 
promotion-minded people why wc 
are. We face sizeable competition 
in the soft drink arena— as well as 
in the general 'anything yon can 
do, I can do better' contest idea 
battle. Despite this, we still have 
to be noticed in a favorable, ap- 
pealing way that produces a good 



friendly awareness which results in 
decisions to buv Dr Pepper. And, 
very importantly, we have to be 
noticed by three separate groups 
of people— consumers, our bottlers, 
and retail outlets. There is fierce 
competition at each of these levels. 
The question is how to attract 
notice. 

"Several years ago, we analyzed 
all soft drink advertising, including 
our own, to establish criteria which 
might help us answer this question. 
We found that industry advertising 
had a monotonous sameness. Our 
efforts and those of our competi- 
tors could be boiled down to two 
approaches— the 'big head' idea 
and the 'happy people having fun 
together idea.' From this evidence, 
it seemed logical to us to be dif- 
ferent in order to be noticed." 

From this, Simmons said, came 
the selection of Johnny Hart as 
creative stvlist for a cartoon ap- 
proach. Hart created several cave- 
men characters for Dr Pepper and 
"we collectively evolved ideas for 
television, outdoor, magazine, and 
newspaper advertising which we 
first used in 1962." 

To make the most of the origi- 
nality of copy and art work, the 
Hart cavemen are used in almost 
all phases of Dr Pepper's adver- 
tising and promotion. Of the media 
utilized, TV gets the most Dr Pep- 
per dollars and, Simmons assumes, 
returns proportionately larger divi- 
dends. While the company can 
hardly buy the amount of air time 
its larger competitors occupy, Sim- 
mons says, filmed commercials— 
expertly produced at relatively low 
cost and programmed selectively 
—"help us make the most of 
the amount of TV time we can 
afford." ■ 
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Two replace Payne 
at Wichita station 

Robert G. Kyle has been named 
program manager and Ronald E. 
William* promotion manager at 
K A K E - T V 
Wichita, Both 
replace Robert 
C. Payne, for- 
mer program- 
promotion 
manager, who 
left to become 
president of 
the local Com- 
munity Cara- 
van organiza- 
tion. 

Kyle has been with KAKE-TV 
and radio since 1947. He became a 
producer-director in 1954 and for 
the past four years he has been 
production supervisor at the televi- 
sion station. 

Williams joined KAKE-TV in 
November 1962. During the past 
year he has been in charge of the 
station's on-air promotion, serving, 
in the capacity of a writer. Before 
joining the station, he had been 
news director of a Missouri radio 
station and assistant circulation 
manager and sports editor for a 
Wichita weekly newspaper. 



Gershman gets sales 
post at RKO General 

Larry Gershman, an account execu- 
tive with WCBS - TV New York 
since March of 1961, has been 
named as TV 
sales executive 
in the New 
York office of 
RKO General 
Broadcasting. 

Prior to his 
job with WC- 
BS, Gershman 
was with WN- 
TA - TV New 
York for three Gershman 
years, also as an account executive, 

While in graduate school, Gersh- 
man presented a paper on automa- 
tion to the American Society of 
Sales Executives and, in addition 
to his actual sales experience, RKO 
is particularly interested in his aca- 
demic experience in this fast-devel- 
oping field of automation. 
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IS THIS MARKET ON YOUR CHART? 

The 817,000* prosperous consumers in this 20* * county 
mm Spent $824,428,00$* in Retail Sales in 1962 
*SM c 'Sur¥ey of Buying Power* ? 
* * ARB January -Fehruary '63 • 
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Putting finishing touches on presentation 



With even the CIA holding press 
conferences, TvB is capitalizing on 
the ever-increasing interest of asso- 
ciations in promoting themselves. 
Here bureau execs ready pitch 
called "Your Association: Secret So- 
ciety or Pipeline to the Public?" for 
a Feb. 5 showing in Washington. 
Participating will be (1-r): TvB pres. 
Norman Cash, dir. of member sales 
presentations Walter Vetter, exec, 
v.p. George Huntington, and v.p. 



and dir. of national sales James C. 
Hirsch. Presentation examines re- 
cent TV campaigns of such associ- 
ations as the American Gas Assn. 
and American Dairy Assn. to prove 
that, as Cash says, "the secret so- 
ciety concept of an association has 
ended. Industry problems today are 
often solved by going direct to the 
public through advertising." Associ- 
ations increased their TV expendi- 
tures by 37% in 1962, to $11.9 mil- 
lion. 



AP 'task force' eyes 



r/fv newswire output 



Ance the stepchild of wire serv- 
\M ices, broadcast stations are in for 
some very close attention from The 
Associated Press. 

A special "Task Force" has been 
set up to review the output of ap- 
proximately 60 bureaus which file 
news on the broadcast wire. 

Basic objective is to raise the 
standard of broadcast writing and 
editing on the regional level, said 
AP general manager Wes Gal- 
lagher. The Task Force will be par- 
ticularly interested in whether re- 
gional editors are regularly thinking 
in terms of the broadcasters' needs. 
It will weigh AP output from the 
standpoint of the station which re- 



quires fresh material for a newscast 
every hour, which is looking for up- 
dates on previously-aired stories, 
which wants immediate news right 
around the clock, and wants it de- 
livered in usable form, specified 
Gallagher. 

The Force will also work as a 
"clearing house" for ideas that work 
well in one section of the country 
and might be successfully adopted 
elsewhere. It will look for new 
methods, new scripts, and new 
packaging ideas chat will make the 
AP wire of "more practical value 
to the broadcaster and more attrac- 
tive to liis newsmen." 



Louis J. Kramp, assistant general 
manager in charge of AF's broad- 
east activities, will supervise the 
Force, which includes selected 
members of the broadcast news 
staff in New York and other key 
bureaus. 

The project is expected to con- 
tinue throughout the year, witii a 
follow-through on findings result- 
ing from the initial survey. Regional 
news operations which don't meas- 
ure up to standards set by AP man- 
agement in New York will be sub- 
jected to further scrutiny. Where 
advisable, broadcast news special- 
ists will visit individual bureaus 
and assist them in the solution of 
regional problems. 

Bureau chiefs will be required to 
report periodically on steps taken to 
carry out recommendations made 
by the Task Force. Finally, a report 
summarizing the results of the en- 
tire undertaking will be delivered 
to the board of directors of The AP 
Radio and Television Assn. at its 
annual meeting next September. ■ 



Fla. viewers applaud 
TV editorializing 

There is solid public endorsement 
of television as an editorial force, 
at least in Jacksonville, F]a., where 
the two local stations, WJXT and 
WFGA-TV, engage in editorial- 
izing. 

Conclusion was reached by 
WJXT, which commissioned a sur- 
vey during October /November 
1963 by Metro- Market Surveys, a 
division of the Gallup Organiza- 
tion. The study consisted of per- 
sonal interviews with respondents 
in 447 TV households within the 
metropolitan area. 

84% thought that TV stations' 
should broadcast editorials, while 
only 16% were opposed. Even 
more significant Was the fact that, 
81% of the respondents namedj 
one of the two stations as doing 6 
the best job editorializing on local 
issues, problems, and controversy,^ 
while 17% named one of the | 
Jacksonville newspapers. This, de-j 
spite the fact that both stationsi 
have been airing editorials for just 
over one year while the news- 
papers have been at it for several 
years. 45% preferred WJXT and 
36% preferred WFGA-TV. 
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This kid is completely disgusted with WGAR 
because our Betty Ott talked most of his gang 
into going back to school. Betty's program was 
called "Second Chance for Dropouts" and it 
worked so well that WGAR 
received citations and letters 
of commendation by the 
gross. From Cleveland City 
Council and the Cleveland 



GOOD SOUND RADIO 




Board of Education. From the Department 
of Health, Education and Welfare, From Con- 
gressman Frances P. Bolton. From parents. 
From listeners all over Cleveland and north* 
eastern Ohio. WGAR is the 
place to get real action — 
whether you're selling ideas 
or products. We don't have 
a dropout in our audience. 

50.000 WATTS 
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What women do all day long 



Radio Sales study 
reveals U» fi, housewives- mothers 
share daily tasks with fad la and TV 



Aw®mm& mM$m of client-lewl 
admen have been surprised to 
learn, this taonfli, that radio rep 
AM Radio Sales may know mare 
about their wives than they do. 

Source of the information is a re- 
tearch study conducted by AM 
S«l,e§ in a Mo of major mertopolitan 
areas last fall among a sample of 
wer 706 women who were either 
"representative of the general bouse- 
Wittf*' *0f Were "mothers with babies 
three months of age," 

Using, a closed-end M~hour activi- 
ty diary as the basic research device 
in a random mail sample, AM Radio 
■'Sties research director David Smith 
#veJ3,tually uncovered such media 
nuggets as:; 

t IS«S1 of housewi ves and $1,9% 
of young mothers did "some laun- 
dry" during the day, anywhere from 
a rinsed-out pair of nylons to a big 
family wash. While the ladies laun- 
dered, -of the housewives and 
3fv0% of die mothers listened to 
radio, Moral,, as A MRS sees lb 
lell them a bleach, a #ater soften- 
er or » detergent between S; 00 a.m. 
and noon while 3§.i% of all laundry 



* Shoppipg occupies a lot of the 
time of American wom:ett< Of the 
housewives, 4 !§„§*% said they 
shopped for food during the aver- 
age dayj 30.4% of the mothers said 
the same. A dally -average of 29 
minutes was split in food shopping, 
with other shopping taking up a 
daily average of 91 minutes, The 
women were exposed more to radio 
|ft|JP of housewives; 59".S% of 
mothers) than 'tp. such media as 
television (33.1% and 4EB% ). news- 
papers (39.11> and 48J$») or mag- 
azines (3.4% of housewives; 133% 
-of mothers). Moral; *Mor« fhtm 
any other medium, radio reminds 
your customer fust before she 



ruarj 10, 7964 



• Almost two and a half hours a 
day are spent by the ladies, on the 
average* in housekeeping chores. 
Some six hours daily are spent with 
meal activities (cooking, eating, 
dishwashing). Another two hours 
are spent with laundry and ironing 
duties. Even then f there are miscel- 
laneous additional chores, 

As might be expected, the sheer 



workload of running a household 
(particularly in households with 
babies) kept the ladies busy to the 
point where few just sat and lis- 
tened to radio or watched televis- 
ion. 

What usually happened, AM Ra- 
dio Sales learned, was that women 
were in contact with the electronic 
media while: doing something else. 
To the rep firm s delight, the data 
— already shown, at this point, to 
ad officials at Lever Brothers, H.J. 
Heinz, Garter Products, General 
Foods and Squibb, with more clients 




Wiitnot H. Loses, AM Radio files pres., 
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Housewives spend much of their morning hours with radio (top line), easing off only in afternoons. TV level runs behind until evening 



scheduled for showing — seemed to 
favor radio strongly. 

Althoug 81.6% of housewives and 
84.4% of mothers were exposed to 
television during the average day, 
spending 75 minutes and 122 min- 
utes respectively with it before 7:00 
p.m. and 110 minutes and 123 min- 
utes with it after 7:00 p.m., TV's 
visual impact seemed to be con- 
sidcrally behind its power as an 
audio medium. 

Among housewives, 39.0% re- 
ported they frequently "listened"' 
to TV from an adjacent area or 
other room before 7:00 p.m., at a 
time when they were out of sight 
of the TV tube or were simply too 
busy to watch. Mothers were even 
busier, and listened more; the figure 



was 50.3% in this group. After 7:00 
p.m., when household chores light- 
ened, the figures dropped to 13.1% 
and 20.7% for the housewives and 
mothers. 

In its new presentation, based on 
the study, AM Radio Sales drew a 
pro-radio conclusion from these 
TV figures: 

"If you insist on buying and pay- 
ing for television which your pros- 
pects insist on listening to, like ra- 
dio, review all your commercials 
with your eyes closed. Make abso- 
lutely certain that the sound, and 
the sound portion alone, sells your 
product." 

Added the rep firm: 

"A more logical thing to do would 
be to use radio to reach these most 



important customers." 

Radio had other factors going for 
it, too, AM Radio Sales discovered. 

It was the first choice in the 
media realm for something with 
which to pass the time while doing 
other things. Women who were 
mothers of babies listened 64.3% of 
the time they were dusting, mop- 
ping and doing other household 
chores; the housewife figure was 
62.0%. Housewives listened 39.5% 
of all the time they spent cooking, 
eating and cleaning up. The per- 
centage of mothers who listened 
during similar chores was higher — 
45.5% 

Television does not begin to rival 
radio until noon, so far as sheer 
volume is concerned. Then, the two 
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Mothers spend even more time with radio, but tend to have TV set on more often in afternoon, even when video is "baby sitter" 
48 SPONSOR 




% fpAranfe safes, game of '"rap (he mp" 
suffered tumahaut last u<mM when 
A MRS pres. Sill ho see (f) wafi 
* amardad commeittlation for boasting 
f nuS-iwiil salejs tin IFPEN, Phtlq,, by 
E : rU>vn Ttosner, station's soles mgr. 

L 



mocUa are roughly equal in the 
percentage of housewives and 
mothers who .reported they "watch- 
ed" or 'listened;'' About 15% of 
hOUiewives, dialed TV; about 18% 
l&ttftied to radio Thereafter, radio's 
dominant* in the morning, both 
among housewives and among 
mothers, became almost a switeh 

m television caught up with the 
ffdlo ie? ek. ■ 



panish stations vie for 
bigger slice of ad pie 

Madison Avenue will probably be 
Hearing a lot mere noise from that 
mall but growing group in the 
W'uthwest, the Spanish language 
ifroadcasters. 

Upbeat tenor pervaded the re- 
ently-coneluded winter conven- 
pm of fine National Spanish 
language Network meeting in Los 
togeles. Emphasis was on cooper a- 
ion in order to lure a bigger slice 
4 the national advertising pie for 
h# S$ station members of NSLH 
pirating priueipally in Southern 
Jalifornfa, Te&as,, Arizona and 
lalorado. A three-part program 
toerged from the meeting. 
• Research:: Most American manu- 
facturers and advertisers still look 
t the Spanish niafket as ''off-beat," 
ates Art Gordon, vice president of 
atianal Time Sales which repre- 
mt* the Network. Though, handi- 
jpped by a limited budget, 'KSLN 



:;gotiat.in:g .tor a re-cO'-Cni^ed re- 



search organization to put some 
prestige behind its marketing pitch. 
It hopes to work * deal with "Polite, 
or possibly Sehwerin, to study the 
impact of Spanish commercials 
among Latin Americans in the 
United States. 

■ Rates: They're being revised 
in the hope that a more flexible 
approach will interest more ad- 
vertisers. Presently, to earn the flat 
network rats, an advertiser must 
buy a basic group of eight markets, 
with a minimum number of an- 
nouncements; on eaeh station. 
Whereas the minimum number of 
spots is being increased^ advertis- 
ers will now have the added alter- 
native of buying 12 markets includ- 
ing the basic eight and getting a 
10% deduction off the earned rate. 

* Market promotion: Out of the 
three-day meeting came the realiza- 
tion that Spanish broadcasters must 



hugct competition and concentrate 
on market development, Gordon 
said. Unwilling to tip his hand on 
this score, he emphasized that 1964 
will see a much stronger push be- 
hind promotion of the Spanish 
market, which, in addition to the 
combined research effort, will in- 
clude such cooperative moves as 
program exchanges. On an "in- 
formal basis," the members of 
NSLN agreed to swap public ser- 
vice efforts and format ideas in an 
attempt to upgrade overall special- 
ized programing. 

Before adjourning, offiecrs were 
named for the coming year. Richard 
E. Ryan of KLOK San Jose and 
KGST Fresno, and Howard Kal- 
nlenson of KWKW Los Angeles 
were re-elected chairman and vice 
chairman of the network, with E. L. 
Barker of KLOK elected secretary- 
treasurer, 



SESAC in 'country music capital' 



H 




Paul Hejnecke (I), founder and president of SESAC, Inc., America's sec- 
ond-oldest performing rights organization, welcomes Roy Drusky as head 
of its newly opened office in Nashville, "Country music capital of the 
world," BruskVj regular member of the "Grand Ole Opry" program and 
a director of the Country Music Assn., is One of the nation s top recording 
artiste and a write of numerous country music hits, Ihe new SESAC 
office establishment in Nashville is located at SOB Ifith Avenue South. 
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New gear is lure 
for NAB visitors 

Admen will have rare chance to view biggest 
collection yet of new and late-model station 
and studio broadcast equipment at convention 



SYNDICATION & SERVICES 



Admen and Chicago-area clients 
planning to visit the NAB's 
42nd Annual Convention this spring 
are in for an electronic treat. What 
NAB officials describe as "the larg- 
est exhibit of broadcast equipment 
ever assembled anywhere" will be 
an integral part of the meeting. 

Although most manufacturers are 
keeping their choicest new items 
under wraps until convention time, 
it's a safe bet that admen will have 
a rare chance to see the latest in 
such gear as video tape recorders 
(including the new "portables") 
from Machtronics, Sony, Ampex 
and others, new FM streo transmit- 
ters and studio equipment, new 
camera lenses and films, plus new 
series from transcription companies. 
(Note: As they were last year, syn- 
dicated programs and features will 
be showcased in a special Televi- 
sion Film Exhibit not far from the 
NAB meeting.) 

NAB convention manager Ever- 
ett E. Revcrcomb slated in Wash- 
ington last week that 66 equipment 
manufacturers, transcription com- 
panies and other associate NAB 
members had signed contracts for 
more than the 27,560 square feet 
of floor space occupied in the con- 
vention's Exhibit Halls last year. 

Here's a partial list of equipment 
and service exhibitors: 

Albion Optical Company 
1410 North Van Ness Avenue 
Los Angeles 29, California 
Benjamin Berg, Vice President 

Altec Lansing Corporation 
1515 South Manchester Avenue 
Anaheim, California 92803 
A. A. Ward, President 

Alto Fonic Tape Service, Inc. 
1606 North Highland 
Hollywood, California 90028 
D. Alan Clark, President 

Ampex Corporation 
934 Charter Street 



Redwood City, California 
Jack V. Miller, Administration 
Manager 

Arriflex Corporation of America 
257 Park Avenue South 
New York, New York 10010 
Victor James, Vice President 

Automatic Tape Control, Inc. 
209 East Washington Street 
Bloomington, Illinois 
Vernon A. Nolte, Vice President 

Bauer Electronics Corporation 
1663 Industrial Road 
San Carlos, California 
Paul Gregg, Vice President 

Boston Insulated Wire &r Cable 

Company 
65 Bay Street 
Boston 25, Massachusetts 
H. L. Goodwin, Product Sales 
Manager 

Charles Bruning Company, Inc. 
1800 West Central Road 
Mount Prospect, Illinois 
Fergus A. Stephen, 
Asst. to President 

CBS Laboratories Division 
227 High Ridge Road 
Stamford, Connecticut 
Emil L. Torick, Mgr., Audio 
Products 

CCA Electronics Corporation 
542 Industrial Drive 
Yeadon, Pennsylvania 
Bernard Wise, President 

Chrono-Log Corporation 
2583 West Chester Pike 
Broomall, Pennsylvania 
Arthur Frcilich, Vice President 

Cleveland Electronics, Inc. 
1974 East Sixty-First Street 
Cleveland, Ohio 
S. Z. Steven, Director 
Deflection Components Division 

Collins Radio Company 
Dallas, Texas 75207 
S. M. March ison, Exhilnts Director 

Colortran Industries 
630 South Flower Street 
Bnrbank, California 



Milton Forman, Executive Director 

Commercial Recording 

Corporation 
3104 Maple Avenue— P.O. Box 6726 
Dallas, Texas 75219 
John J. Coyle, President 

Conrac Division, Giannini 

Controls Corporation 
19217 East Foothill Boulevard 
Glendora, California 
W. J. Moreland, General Manager 

Dynair Electronics, Inc. 
6360 Federal Boulevard 
San Diego, California 92114 
E. G. Gramman, President 

Electronics, Missiles 

& Communications, Inc. 
160 East Third Street 
Mount Vernon, New York 

B. W. St. Clair, President 
Gamma Scientific, Inc. 

5841C Mission Gorge Road 
San Diego, California 92120 
Harold P. Field, President 

Gates Radio Company 
123 Hampshire Street 
Quincy, Illinois 
Larry Cervonc, Vice Presdcnt -Sales 

General Aniline & Film 

Corporation 
Vestal Parkway East 
Binghamton, New York 13902 
John C. Lewis, 
General Sales Manager 

General Electric Company 
212 West Division Street 
Syracuse, New York 13204 
R. L. Casselberry, General Manager 
Technical Products Operation 

Gotham Audio Corporation 
2 West 46th Street 
New York 36, New York 
Stephen F. Tcmmer, President 

Jampro Antenna Company 
6939 Power Inn Road 
Sacramento, California 95828 
Peter K. Onnigian, President 

Kliegl Bros. Universal 

Electric Stage 

Lighting Company, Inc. 
32-32 48th Avenue 
Long Island City, New York 1110 
Herbert R. More, Vice President 

LOGOS, Ltd. 
1017 New Jersey Avenue, S. E. 

Washington 3, D. C. 
Dr. Paul W. Schafcr, President 

MaCarTa, Inc. 
709 Railroad Avenue 
West Des Moines, Iowa 50265 

C. D. Andrews, President 
Machtronics, Inc. 

185 Evelyn Avenue 
-Mountain View, California 
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Advertisers Spent Nearly 

2,800,000. 



$ 



on WHO-TV/Radio in 1963! 

WHO Radio and WHO-TV are the biggest broadcasting 
operation in Iowa — and have been for many, many years. 

Yes, advertisers spend more dollars on WHO and WHO- 
TV than on any other combination radio and TV station in 
the state — nearly $2,800,000. in 1963. 

"There must be a reason." In fact, there are many 
reasons. Ask PGW! 



Ill HO WHO 

FOR IOWA PLUS ! I FOR CENTRAL IOWA 

50,000 WATTS • DES MOINES • CHANNEL 13 

BOTH NBC AFFILIATES 

Prters, Gtiffirt, Woodward, Inc., 
Hationd RepPMetitath'eS 




Mpknmf W, 1964 
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Free! 



COMMUTERS! Two fleas just 
finished a rough day at the 
circus. Said one to the other: 
"Shall we walk home or take 
a dog?" 

wtrf-tv Wheeling 

A HAMBURGER by any other 

name costs more! 

Wheeling wtrf-tv 
YOUNG LADY: "Doctor, will the scar from 
my operation shaw?" 

DOCTOR: "That, young lady, is entirely up to 
you." 

wtrf-tv Wheeling 
FASHION: What a HER does to a HEM ta get 
a HIM! 

Wheeling wtrf-tv 
ACCOST ACCOUNT! The frowning woman 
walked up ta a little boy she caught smaking. 
"Daes yaur mother know you smoke?" "Lady," 
he shot back, "daes your husband know you 
stop ta talk to strange men in the streets?" 

wtrf-tv Wheeling 
INSECURITY: that feeling you get when your 
psychiatrist chews on his fingernails. 

Wheeling wtrf-tv 
ADJUSTMENT: that feeling you get when 
your psychiatrist chews an your fingernails. 

wtrf-tv Wheeling 
* FREE COVERAGE MAPS . . . just ask yaur 
Petry man for data on Wheeling and see 
WTRF-TV in the best circles. 

Wheeling wtrf-tv 
PLATITUDES! Rare is the meat which is un- 
cooked! (And rare is the steak that's sup- 
posed ta be) 

wtrf-tv Wheeling 
TRANSMITTING from a Taller Tower, WTRF- 
TV moved in to 529,300 TV Hames in the 
Wheeling/Steubenville Upper Ohio Valley Mar- 
ket. Want to reach these folks? National Rep 
Edward Petry & Company will accommodate 
you . . . your Petry man has all the answers. 
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SOUTH BEND • ELKHART 



ADAM YOUNG, INC. 



David C. Thompson, Marketing 
Mgr. 

Marti Electronics 
P. O. Box 661—105 Poindexter 
Cleburne, Texas 76031 
George W. Marti, President 

McMartin Industries, Inc. 
605 North 13th Street 
Omaha, Nebraska 68102 
Ray B. McMartin, President 

Minnesota Mining 

& Manufacturing Co. 
2501 Hudson Road 
St. Paul 19, Minnesota 
//. P. Buetoiv, President 

Miratcl Electronics, Inc. 
3600 Richardson Street 
St. Paul 12, Minnesota 
William S. Sadler, Exec. Vice Pres. 

Mitchell Vinten, Inc. 
666 West Harvard Street 
Glendale 4, California 
A. R. MacMatli, Marketing Mgi. 

Moseley Associates, Inc. 
P. O. Box 3192 — 1416 Holliste. Ave. 
Santa Barbara, California 
John A. Moseley, President 

Radio Corporation of America 
Front and Cooper Streets 
Camden 2, New Jersev 
C. H. Colledge, V.P., Gen. Mgr. 
Broadcast 6- Communications 
Products 

Raytheon Company 
1415 Providence Turnpike 
Norwood, Massachusetts 
Hugh P. Bannon, Equip. Sales Mgr. 

Reeves Soundcraft 
15 Great Pasture Road 
Danbury, Connecticut 
]ohn S. Kane, Vice Pres. -Gen. Mgr. 

Rikcr Industries, Inc. 

875 East Jericho Turnpike 
Huntington Station, New York 
H. Charles Riker, President 

Rohn Systems, Inc. 
P. O. Box 2000 
Peoria, Illinois 
Richard A. Kleine, 
General Manager 

Rust Corporation of America 
195 Massachusetts Avenue 
Cambridge 39, Massachusetts 
Sal Fulchino, President 

Schafer Electronics 
235 South Third Street 
Burbank, California 
Paid C. Schafer, President 

SESAC, Inc. 
10 Columbus Circle 
New York, New York 10019 
Miss Alice lleinecke. Vice President 



Shure Brothers, Inc. 

222 Hartrey Avenue 

Evanston, Illinois 

V. Machin, Vice President 

Sony Corporation of America 
580 Fifth Avenue 
New York, New York 10036 
Lawrence F. Costello, 
Eastern Reg. Mgr. 

Sparta Electronic Corporation 
6450 Freeport Boulevard 
Sacramento 22, California 
William J. Ouerhauser, President 

Standard Electronic Corporation 
P. O. Box 677 
Freehold, New Jersey 
William H. Zillger, President 

Sarkcs Tarzian, Inc. 
Broadcast Equipment Division 
East Hillside Drive 
Bloomington, Indiana 
Biagio Presti, General Manager 

Tektronix, Inc. 
P. O. Box 500 
Beaverton, Oregon 
Keith Williams, 
f 7 .S. Marketing Manager 

Tclemet Company 
185 Dixon Avenue 
Amityville, Long Lsland, New York; 
Donald J. Dudley, Vice President 

Telequip Corporation 
319 East 48th Street 
\ T ew York 17, New York 
Howard L. Ryder, President 

Telesync Corporation 
43 New Street 

Englewood Cliffs, New Jersey 
Robert P. Swanson, President 

Television Zoomar Company 
500 Fifth Avenue— Suite 5520 
New York 36, New York 
lack A. Pegler, Partner 

Thomson Electric Company, Inc. 
50Roekefeller Plaza 
Mew York 20, New York 
Ernest L. Stern, 
Marketing Manager 

Utility Tower Company 
3140 N. W. 38th Street 
P. O. Box 7022 
Oklahoma City, Oklahoma 
C. E. Nelson, Owner 

Visual Electronic Corporation 
356 West 40th Street 
\ew York, New York 1001 8 
lames B. Tharpc, President 

Wcstinghousc Electric 

Corporation 
Photographic Lamp Department 
MaeArthur Avenue 
Bloomfield, New Jersey 
George G. Paragamian, 



Com mercial Engineer 
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Watch out! Ilia shatter old TV ideas! 



mt's what video tape (Scotch® brand, of course) 
"doing, Xbe.Pt are more production improve* 
sots tiffin you can shake a, stoTyhoard at. With 
Is x ©suit;. Today, there are very few tv commer- 
|fl thflt can't be produced fatier on tape than 
r, fil m or live ! Hurprised? Then, a t least have your 
»t tv commercials costed out for tape, whether 
l local or national use. 

Why better an tape ? Incomparable "live" picture 
id w-upd quality, without danger of a live goof, pusb- 
fton-fast special effects, no lab processing. Instant playback 
your shots. Precis© editing. Yourrewards; production speed 
fu may save weeks -over' film), Convenience, peace-Of-mind, 



arf lU, MM 




and frequently, lower cost. Ready for specifies in 
terms of your commercials? Ask your nearby tv 
station ox tape production studio. And to keep 
new ideas from passing y@U by, write for Mew 
brochure, "Advertising with Video Tape " 13 
actual case histories. Tells why, haw and the 
costs of specific Commercials produced on tape. 
Free! Magnetic Products Division, Dept. 
MCK-24, 3M Company, St. Paul 19, Minn. 

"ScgfeH"*rilS THE PI AID (ESIGN- -»R V E REO.WSi Op 3« CO. O I JM AM fro. 



magnetic Products Division 



9mm camPANY 
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College hopefuls to 



The broadcast advertising indus- 
try this month will take a leal 
from the public-service book of 
many another industry in a serious 
attempt to persuade talented col- 
lege types to marry into the busi- 
ness. The efforts are promoting 
praise from leaders of the radio- 
TV ad clan: 

Said Jules P. Fine, associate 
media director of Ogilvy, Benson 
& Mather: "I'm highly enthusiastic 
about this project. 1 think college 
courses in advertising and broad- 
casting are sometimes too far 
removed from the practical busi- 



ness world, too concerned with 
turning out copywriters or artists. 
I'm delighted to see emphasis 
placed on media selection and 
media research." 

Said Claude Barrere, IRTS ex- 
ecutive director: "There's no use 
sending kids into the advertising 
and radio-TV industrv who have 
been indoctrinated for four years 
with the idea that 'advertising' is 
somehow a dirty word. The indus- 
try has a responsibility to itself and 
to the educational process to cor- 
rect this impression." 

You could hear virtually the 




Princeton University is typical of large schools with student-run campus radio station 
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same comments last week from ■ 
number of other Madison Avsnuf) 
personalities — from Bates' Dick! 
Pinkham and ABjC-TV's Juliusi 
Barnathan to Katz Agency*s Ed 
Codel and Y&R's Steve Frankfurt, 

What they were talking about 
was a forthcoming New York meet- 
ing in which admen and broad- 
casters could take considerable 
pride merely for its existence: the 
February 20-21 First Collegfe 
Majors Conference. Equally far- 
sighted in its aims is another New 
York gathering in March: the Third! 
Collegiate Broadcasters Conference 

Not unexpectedly, all the admerli 
and executives mentioned above 5 
are closely connected with the coni 
ferences, serving either as panel 
members, moderators or officials 
during the sessions. 

The conferences themselves are 
the kind of thing many an adman* 
has wished was around when lxef 
was entering the business. Although 
both sessions will tackle many of 
the same discussion topics, their 
aims are somewhat different. 

The first of the meetings— the 
College Majors Conference— is 
geared to senior students who asm 
completing degrees in broadcasting 
or advertising, or who are major 1 
ing in these fields for degrees in 
English, journalism, etc. The con; 
ference is sponsored by the Inter* 
national Radio & Television Foufli 
dation under management of IRTll 
and is open to a limited enrollment 
of 250. It will be held at the Roose- 
velt Hotel in New York over a two 
day span. 

James Alspaugh, H-R Represen 
tatives, is chairman of the Collegi 
Majors Conference, and N. W 
Ayer's Tom McDermott is presi- 
dent of the IRT Foundation. Col 
laborating in the venture is thl 
Association for Professional Broad 
casting Education. 

What's in store for the seriouj ajoadc 
young hopefuls who will travel ti panv 
New York from states ranging front t also 
Alabama to Wisconsin, and fcon % ^ 
schools ranging in size from giang ^ 
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Industry veterans donate their 
time and experience to I RT Foun- 
dation conferences designed to 
aid students of radio and TV 



like Columbia and Minnesota to 
mvftk colleges like Carleion and 
Olivet? 

Briefly, the panel discussions 
will faeus (in separate sessions) 
on radio and TV station operation, 
Mills and TV networks, commer- 
cial production for radio and TV, 
media, selection in radio and TV, 
syndicated TV operations, and sta- 
tion representatives. 

Panel moderators include several 
Industry veterans: WPAT v.p. and 
Ijpnirsl manage? Daniel PI Weinig 
(Radio Station Operation); 
WWfiW-TV v.p. and general man- 
John E. MeArdle (TV Station 
Operation); ABC Radio Network 
president Robert R. Pauley ( Radio 
»et#«rk) Julius Barnathan, v.p. 
and general manager of ABC-TV 
| TV STet«?ork),j Lincoln Biamant, 
senior TV commercial producer at 
aia OBM (paneb on commercial pro- 
ductions and media selection),! MCA 
Safes v.p, Hal Golden (TV Films); 
and Larfy Webb s managing dhee- 
Mitor ofSRA (The Station Represen- 

! The "second, of: the conferences-- 
vj this one aimed at the college stu- 
ff dtastS who operate more than 200 
eampns; radio stations around the 
.CMtry-will be held in the third 
| wek of March, also in New York 
*t will precede the 25th annual 
t(4fiatianal convention of the Tnter- 
m Jaollegfarte Broadcasting System due 
?1P3 be held March 211 On the eam- 
m at Columbia University ( whose 
iident-run WKCR^FM competes 
Aith New York eommereial FM 
tationsi on public wavelengths.). 

The two sessions have a tend- 
*ney to; look alike. The chief dif- 
erencei as IRTS* Claude Barrere 
4 1 escribes it: "The conference for 
ollege majors ist aimed at the 
wing, men and women who intend 
© make a career in broadcasting. 
The conference for collegiate 
Koadcasters naturally includes 
iy of these young people, but 
t also includes student broadcast- 
who- enjoy their work .as a 
pare-tlare activity while itndymg 



everything from medicine to busi- 
ness administration." 

In a questionnaire covering last 
year's collegiate sessions, IRTS 
found the vote running 64 to one 
in favor of advising other students 
to attend the sessions, with two 
delegates feeling the conference 
was "excellent" or "very good" for 
every one who felt it was "good*' 
or less. These were some post- 
conference student comments to 
IRTS* 

". . . An informative and reward- 
ing experience, After the trip, 1 
am more convinced than ever that 



the broadcasting industry is my 
first love" (Student manager, 
KUOK, U. of Kansas). 

"The entire event was thoroughly 
enjoyable, and I feel that I have 
brought much valuable information 
back , . . an extremely beneficial 
experience" (Student staff member, 
WMUC, U. of Maryland). 

"I have been gratified to notice 
many beneficial cany-over effects 
on our two student representatives 
who attended. The surface ripples 
have spread throughout the entire 
staff" (Faculty advisor, WCBfl, U. 
of Mississippi). ■ 




Serious stuttetfts from nearly 60 schoote listened in '63 to audio expert Steve Temmer 
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NATIONAL FILE 



AWeRTlME'RS 

r^UiS^-n*m*©n Mexico Contract to Gpl- 

Hmss An extensive multi-channel mi- 
CRwa-ve system spanwrag more than 
fDtt miles of ragged terrain will be 
built In Mexico tor Petroleos Mexi- 
',msm (PEME30 by Collins Radio 
Co.. Dallas. System will provide com- 
munication and supervisory control 
for the government -owne4 oil and gas 
pipelines from Salamanca to Ciudad 
Pemex,, 'with a migrOWave spur coiT- 
;nacting the system with Veracruz, it 
includes 25 repeater stations and ter- 
minals located along the pipeline 
routes OalBus hope to complete the 
»#tern within one year,, and will super- 
vise maintenance' for an additional 
y#ar s training technicians at its facili- 
ties in Dallas and on the Job, 



Km vffium for BF-G; B.F. Goodrich 
has leased S2yQQ0t square feet in new 
Chemical Bank New York Trust Build- 
ing, at 27? Park Ave, in New York. 
Most of Manhattan-based operations 
1 move there about. May 1, 



&map haying: Farmers Insurance 
Group will increase its broadcast 
schedules this year. Honig-Cooper & 
Bfltilgton, Los Angeles, agency for 
Farmers, is scheduling TV in IS west- 
ern jS»tket% renewing Frank, Heming- 
MMy morning mm& on ABC Radio 
'West fox the third year., at the .same 
time stepping up to five times a week, 
and bolstering with radio- spot. Farm- 
ers] 4te* k using magazines attd out- 
door. 

PsSG half-year gain* For the last six 
months of 19S3, Procter & Gamble 
iinsolidated net earnings were $70.3 
million, |,qual to $1.61 a share, up 
fcom $62.5 million or flj# a share 
fff the same period last year. The 
report includes Polger coffee, acquired 
| I PAG. 

Bn* lj»re; How to use books as ad- 
vertising and promotional tools is new 
display subject at Advertising Club of 
We^York, Display features ways 
'caparbfund books are being adapted 
and used by advertisers like Johnson & 
ifhhson, Con Edison, American Mt*- 
shine & Foundry, Weyerhaeuser. 
< pccner^ Shops, and Eastman Kodak. 
Specialist firm handling campaigns 
tad. preparing display is Benjamin Co... 

km ' 



Richard G. Stevens joined Compton 
Advertising's Chicago: office January 
Sin. as; media supervisor. His account 
Assignments have not been disclosed 
W yet Dick, associated with Young 
* Rubicam m Chicago for more than 
years, before taking leave of the 

f&nmr 10. mm 



agency last month, was concerned 
there with such accounts y$ Interna- 
tional Harvester, Northern Paper Mills, 
American Bakeries, Allied Van Lines, 
the Chicago division of the Borden 
Co., and Fouds spaghetti and maca- 
roni (a division of Grocery Store Pro- 
duct Co,), 

Roger J I, Bolin, 

advertising direc- 
tor of Westing- 
house Electric, ap- 
pointed chairman 
of American Can- 
cer Society's Ad- 
vertising Advisory 
Committee, Other 
committee mem- 
bers are Albert 
Brown (Best Food 
Div.): Rex Budd 
(Campbell Soup); Robert IVf, Gray 
(Humble Gil); A. Dexter Johnson (East- 
man liodak); Henry M, Kennedy (Pru- 
dential); Edward Kletter (J.B. Wil- 
liams), and Harry F. Schroeter (Na- 
tional Biscuit). 

Bob Holdcii, formerly of Southern 
Railway, joins Potomac Electric Power 
Co., Washington, D. C, as advertising 
manager, 




Talent Rostet? Charles H. Stem 
Agency, Hollywood, has published its 
1 9j64 "Off-Camera Director y" of com- 
mercial talent. Ad agencies and pro- 
ducers may get copies from the talent 
agent at J 680 N. Vine St. 

WWB address; Merged operations of 
Donahue & Coe and Ellington have 
been consolidated at 1271 Avenue of 
the Americas, New York, under the 
West, Weir & Bartel name. In addi- 
tion to Don E. West and Walter Weir 
of D&C and William A. Bartel of 
Ellington, principals include Jesse T. 
Ellington and Oliver A, Kingsbury. 

To Schlitz regional shop; Post-Keyes- 
Gardner, Chicago, agency for regional 
brands of Jos. Schlitz Brewing, named 
for latest brand acquired, Primo, pro- 
duced by Hawaii Brewing, Honolulu. 

Prcam's $1 million! MftR Dietetic 
Labs, Columbus, names Tatham- 
Laird, Chicago, for Pream, currently 
billing more than $1 million a year.; 

Sausage Case? Stern, Walters Je Sim- 
mons, Chicago, named by Parker 
House Sausage of Chicago, previously 
a direct advertiser. Midwest media 
plans include broadcasting, news- 
papers., and magazines. Herschell 
Goodman, vice president of SWS, is 
account executive, 

Development business; Riker Dela- 
ware Corp., Burlington, N. I„ to 
Firestone-Rosen, Philadelphia, for 
Ocean Acres, homeslte development 
it) Mauahawkin neir the South Jersey 



Shore. Radio, TV, newspapers, and 
direct mail will be used in New York, 
New Jersey, and Delaware. 

Heauty Part: Frances Denney Cosme- 
tics, Philadelphia, names Grant Ad- 
vertising, New York, for program us- 
ing magazines primarily. Rita Me-Na- 
mara, Grant vice president* is, account 
executive. 

Forms counseling firm: Robert J. 
Murphy and Thomas B. Loguc have 
formed Murphy & Logue, Inc., to 
counsel business and industry in all 
phases of advertising, marketing, pub- 
lic relations, research and sales pro- 
motion. Offices are at 1914 Boaehway 
lid,., Boulevard Center, Jacksonville, 
Fla. Murphy and Logue were formerly 
with Dennis, Parsons & Cook, Jack- 
sonville. 




Worm an 



Charles Wor- 
man, specialist in 
international mar- 
keting and adver- 
tising, joins inter- 
national division 
of Smith & Dorian 
as v.p. Worman 
will be responsible 
for overseas activi- 
ties and foreign- 
language and eth- 
nic-group markets 
in U.S. 

Lloyd Fabri, account executive, 
McCann-Erickson, San Francisco, has 
been transferred to McCann-Erickson 
International, with headquarters in 
Geneva. 

Bennett Ades, account supervisor, 
Sander Rodkin Advertising, named v.p. 
in charge of radio-tv, in addition to ac- 
count duties. John R. Price, v.p., mar- 
keting and research, appointed direc- 
tor of client services. 

Willard Benner, Erwin A. Levine, 
and David J. Scott elected senior v.p..'s 
of Ted Bates. All were v.p,*s and asso- 
ciate creative directors. 

Redmond & Marcus, New York, 
named for Arnold Palmer golf equip- 
ment and apparel. 

Sidney E. Miller, formerly of Ad- 
vertising Promotions, to production 
manager for Holtzman-Kain Advertis- 
ing, Chicago, 

Stockholders' Walther Assocs., Bos- 
ton, have elected Clifton P. Jacfcsoii 
president, Irvin W.. Evans senior v,p.„ : 
and Loring W* Mann operations v»p. 
and assistant treasurer. 
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TIME/buying & selling 

WTVO signs with Blair: WTVO Tele- 
vision, Rockford, 111., has appointed 
Blair Television, BTA division, as its 
exclusive national sales representative 
effective February 15th. WTVO, chan- 
nel 39, a Balaban station, is owned and 
operated by the Winnebago Television 
Corporation. The station's officers in- 
clude Harry Balaban, president; Har- 
old Froelich, general manager; and 
Gene Denari, sales manager. The TV 
outlet, affiliated with NBC-TV, has 
business offices and studios on Merid- 
ian Road, Rockford. 

Lone star stations switch: Jack Masla 
has taken over representation of KELP 
(AM & TV), El Paso. The tv station 
operates on channel 13 and is the ABC 
TV affiliate in the market; KELP radio 
operates at 920 kc. 

Keeping up with Y&R: Claude Fromin 

now assigned to buying chores on the 
American Home Products account at 
Young & Rubicam (New York), taking 
over for Ricky Sonnen who exited the 
agency early this year. For a brief span 
Monty Bachikoff is taking over for 
Claude, who is on jury duty. 

Moves into Louisville: H-R Represen- 
tatives has taken over representation of 
WAKY, Louisville, Ky., effective Jan- 
uary 20. The 24-hour station opera- 
tion, formerly sold by John Blair, is 
owned by Lin Broadcasting. Fred 
Gregg is president, John Hicks man- 
ager. 

James R. Kelly to Chicago television 
sales staff of The Katz Agency, sta- 
tion representative. He had been with 
the Leo Burnett Co. as an account exec 
responsible for several products of 
Chas. Pfizer & Co. 

Thomas W. Petree to Select Station 
Representatives' Chicago office as an 
account exec. He was formerly man- 
ager of network sales service with 
NBC-TV, and before that a sales 
representative with Liggett & Myers. 

William J. Moyer to Weed Tele- 
vision's New York staff as a vice pres- 
ident. He was formerly general man- 
ager of KARD-TV, Wichita, Kansas. 

Lloyd Griffin, president - television 
Peters, Griffin, Woodward reps, award- 
ed Northwestern University's Alumni 
Medal — the Alumni Association's high- 
est tribute — by University president J. 
Roscoe Miller. Griffin, a member of 
the class of 1932, was one of two grad- 
uates granted the award at a Founder's 
Day convocation on the campus in 
Evanston, 111. The Alumni Medal is 
granted sparingly to those Northwest- 
ern alumni who have achieved emin- 
ence in their respective fields of en- 
deavor and communities, or who have 
rendered exceptional service to the 
University, bringing honor to them- 
selves and their University. 

John C. Flynn to New York sales staff 
of H-R Television. Before joining the 
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rep firm, he was a TV salesman at 
Advertising Time Sales, and earlier 
was a senior timebuyer at Ted Bates 
& Co., New York. 

Brud Martindale to Detroit sales staff 
of H-R Television and H-R Represen- 
tatives. He was in radio sales with 
WKMH and WCAR, both Detroit, and 
prior to that was station manager of 
WCER, Charlotte, Mich. 

Denis Dever to CBS Television Sta- 
tions National Sales as assistant sales 
promotion manager. He was with The 
Katz Agency as assistant to the asso- 
ciate director of promotion, and before 
that was with BBDO in the agency's 
executive training program. 

Dick Olsen and Jack Giebel appoint- 
ed assistant media director at Doherty, 
Clifford, Steers & Shenfield, New York. 
Both men were formerly media super- 
visors at the agency. 

Kenneth H. MacQueen, formerly 
account executive, The Katz Agency, 
Chicago, joins ABC Television Spot 
Sales, that city, in same capacity. 

Mrs. Nona Kirby, for 30 years a 
broadcasting executive, died suddenly 
J anuary 20th at her home in Cambridge, 
Mass. At the time of her death, Mrs. 
Kirby was president of the Boston 
radio-tv rep company bearing her 
name. The Nona Kirby Co. has served 
as New England sales representative 
for many stations throughout the coun- 
try. Mrs. Kirby began her career as 
manager of the artists bureau of 
WCOP, Boston; later became general 
sales manager of WLAW, Lawrence- 
ville, Ga., before forming her own 
firm. 



TV MEDIA 

Variety Week being marked: The 10,- 
000 amusement industry members of 
Variety Clubs International this week 
are celebrating the sixth annual Vari- 
ety Week, calling attention to the work 
the organization is doing for children 
throughout the world. Variety now 
has "Tents" in 36 cities in the U.S., 
Canada, Mexico, Great Britain, and 
Ireland. Since the organization was 
founded in 1928, it has spent over $85 
million in behalf of children. 
TV codifiers: Sensitive piggyback and 
cigarette questions (Sponsor, Feb. 3), 
serve to spotlight new TV Code en- 
forcers named by President LeRoy 
Collins of National Assn. of Broad- 
casters. Clair R. McCoIlough, presi- 
dent, Steinman Stations, Lancaster, Pa., 
has been tapped to succeed William D. 
Pabst, general manager of KTVU, 
Oakland-San Francisco, Calif., as 
chairman of Television Code Review 
Board. To take office with him in 
spring as board members are Robert 
E. Schmidt, v.p. of HAYS, Hays, 
Kan., who succeeds Robert W. Fer- 
guson, executive v.p. of WTRF-TV, 
Wheeling, W. Va., plus these incum- 
bents named to new terms: Ernest Lee 
Jahncke, Jr., NBC; Joseph H. Ream, 
CBS; Alfred R. Schneider, ABC; Roger 



W. Clipp, v.p., Triangle Stations, Philaj 
delphia; George B. Storer, Storer Broad 
casting, Miami. In unexpired terms af 
Douglas L. Manship, president, W13RZ 
Baton Rouge, La., and Lawrence H 
Rogers, II, president, Taft Broadcast 
ing, Cincinnati. 



ETV station gains support: KCOP-TV 
Los Angeles, added a donation a 
$100,000 to ch. 28's growing treasury 
Station, which will probably use thj 
letters KCET, is scheduled to star 
next September. Meanwhile it has re 
ceived a $468,790 grant from the UJ |° r ! 
Dept. of Health, Education and Wei 
fare. CBS, NBC and Metromedia eac 
contributed $250,000. 



New buyer in daytime net: Kirsc 
Company, entering daytime networtfF 1 
TV for the first time, bought irjj] 
NBC's "Loretta Young Theatre" ad p j 
"Concentration." Order begins Mai 
8 for eight weeks. McManus, John jjj 
Adams is the agency. 
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R. Douglas McLarty to statioi$fli 
manager of WQAD-TV Moline, Llj 
He has been director of programing 
for the station since it went on th 
air August 1, 1963. He is a 14 yeal 
veteran of TV production and pro! 
graming. 
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L. H. (Curt) Curtis will run KSL 
TV Salt Lake City as acting statio 
manager. He succeeds Lloyd f| 
Cooney who was one of three Quee 
City Broadcasting executives named A 
management jobs at Seattle static™ 
K1RO (AM-FM & TV). 

Arch L. Madsen, president of KS1 
Inc., was elected president of th 
Seattle stations but he will divide hi 
time between the two cities, Gordoj 
B. Hinckley, director in Salt 1 .ak: 
City,, assumed the same position i; 
Seattle. 

A series of other appointments wa 4am 
also made for the Salt Lake City sti 
tion. James E. Schultz, an account ex 
ecutive, was named national sale 
manager, Jay W. Lloyd was appoint^ 
local sales manager, and Kenneth I 
Hatch continues as general sales ma 
ager. 

Principal stockholder of both th 
Seattle and Salt Lake City operation;;,, 
is The Church of Jesus Christ of Lai, 
ter-Day Saints, which also has con 
trolling interest in WRUL, shortwat 
station in New York, and also 
financially interested in KBOI-TV an 
radio Boise, and KID-TV and radi 
Idaho Falls. 
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■Bary Wilkon to account executive 
Jin the sales department of KXTV Sac- 
|jrapgn» Mb was sales manager of 
JUSDS* far Abe past two years, arid has 
Is© held sales posts with KGMS and 
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WilBam Genity wa& elected chair- 
mm, erf the newly formed Eastern &$>■ 
iiftarrt Directors DwncU in the first 
election since merger of IAT$E Loeal 
IfiJ with Electors Guild of America. 
«uf Myron :(Mike) Wernblati, manager, 
mrticipafing, program sales, named di- 
■egfor, participating program sales, 
.IIBG-TV, He replaces William J{\ 
Itarlt'e, new director of program ad- 
■ministration, Weinblatt has been with 
*"B0 since 1,957. 

James Seaborne to manager, film 
tigprogram operations, PC Bur bank, 
ii succeeding James Merrick who has 
"■■ajtesn named director, NBC Produe- 
Malians, TV network 

Donald Swartz, president and gen- 
eral manager of KMSP-TV, named 
ahasrman of the Variety Club Heart 
i»pospfta,l Assn. 

fit Wayne Rollins;, president -of' ftol- 
Ibs Broadcast ing, has been elected to 
-©present the outdoor ad industry on 
ire "board of directors of the AdvertTs- 
rrg Federation of America, Rollins is 
s a director of Outdoor Advertising 
;sn. of America and Outdoor Adver- 
€ng 5 Inc. The Rollins firm entered 
e blllbnard field in 1161, 

J« OckeF*haireen to general 
prfsil and executive secretary of the 
arylaud-D,C. -Delaware Broadcasters 
.ssl' M replacing John Uoaeffer, who re- 
cntiy resigned to join Storer Broad- 
ening, Ockershausen is a member of 
Washington law firm of Dempsey; 
wd feplovtfe 

M. & ef Tony ,J 
Bach man has 

been appointed to 
the newly created 
position of adver- 
tising and promo- 
tion manager for 
WBKB Chicago. 

He has been 
promotion mana- 
ger for KXTV 
Sacramento sinee 
June 1959:. 
his broadcasting 
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Bachman began 
areer in 1956 as a floor manager at 
VXIX-TV Milwaukee and became as- 
• wJiSTant promotion manager there. In 
jffarih of lS5t, he became assistant 

IffotJon manager &f WISNVTV, 
| James Meriiek to director „ NBG 
n» -¥oductinns:, TV network, headq u ar- 
il firing in Burbank. A manager in the 
wrogram department on the west 
emt, Merrick, who joined NBC In 
feccmber, W:S% will no wbe asm- 
iated with vice president Felix Jaek- 
14 an in the development and produce 
con|fftn. of NBC-owned series, 

Clapae Taylor to local sales man- 
ager for WJSTV Baltimore, He joined 
flfe station in 1949 when it was called 



Annette- K-eehn to promotifiin dlrec- 



to of KCQP-TV Los Angeles. She 
was formerly with Winner^Clippinger 
<& Associates for two years and, prior 
to that, was in the advertising field in 
Raleigh. 

Keith H. Mqau ta promotion direc- 
tor and FranMm Raymond to crea- 
tive director of KXTV Sacramento. 
Moon, creative director for the past 
three years, replaces M, S. Bachman, 
who resigned to become director of 
advertising and promotion of WBKB 
Chicago. Raymond has been with the: 
station for the past two years as copy 
writer in the creative department. 

Don Howe: to manager of national 
sales at WTEV New Bedford, Mass, 
Formerly account executive and as- 
sistant sales manager for systems and 
procedures at H-R Television, Howe 
also Served as local sales manager for 
WBAL-TV Baltimore. 

Hal Meden, of Franznick-Medeh, 
has been reappointed secretary^treas- 
urer of the Broadcasters' Promotion 
Assn. for 1964, his third term. BPA 
also appointed Paul Lindsay, promo- 
tion manager of WIND Chicago, as 
general chairman of the 1964 Semi- 
nar to be held at the PiekCOrtgress in 
Chicago Nov. 16-18, 

William N. Farlie, Jr., to director of 
management development for Group 
W. He assumes the newly created post 
after working with the Westinghouse 
Electric legal department. 



RADIO MEDIA 

Talk around tire clock; With the addi- 
tion of "Tex MeCrary Time*' (11:15 
p.m. to midnight), and "The Vincent 
Tracy Show* (9:15-10 p,m,} to the 
Monday-Friday schedule, WOR New 
York, now virtually talks around the 
clock. Its weekday lineup includes 
22Vi hours of talk in each 24-hour 
period; the only three prograrrts in 
which music is heard arc "Sunrise 
Serenade" (5-5;30 a.m.), "Rambling 
With Gambling" (5:30-9 a.m.) and 
"Radio New York" (4:15-6 p.m.). 

AMer duplicates sister FM: Harvey 
Radio Laboratories, licensee of 
WTAO (AM), Cambridge, Mass., and 
WXHR (FM), Boston, has begun car- 
rying the same programs on both sta- 
tions on a simulcast basis. WTAO now 
duplicates the programing of WXHR, 
"Boston's Fine Arts Station." In line 
with the move, Stephen Decatur has 
become sales manager for both 
stations. 

WISA appoints Eckels: WTSA, Brat- 
tleboro, Vt., has named Eckels & Co. 
as sales rep for New England, 

Alumni group makes first annual 

award; The Communications Alumni 
Assn. of Syracuse University, gradu- 
ates in the New York area active in 
journalism, advertising, radio, televi- 
sion, and public relations, selected Sy- 
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racuse junior Dan Stone. He won an 
award certificate, cash honorarium, 
and tour of news and broadcasting fa- 
cilities in New York, including Elliot 
Unger & Elliot, Recording Studios, 
Inc., WCBS-TV and CBS-TV News, 
National Educational Television Cen- 
ter, and WNEW. Stone is news direc- 
tor of the university station, WAER. 
and columnist and book reviewer on 
the campus newspaper, The "Daily 
Orange." 

Sells sports show: WTAE. Pittsburgh, 
scored a hit with its five-minute nightly 
roundup with sports director Ed Con- 
way. Sponsored on Tuesday and Thurs- 
day nights by All-State Insurance, the 
program has just been sold to Otto 
Milk Co., largest distributors of dairy 
products in western Pennsylvania, for 
Monday, Wednesday, and Friday 
nights. 

Show seminars: Four radio program 
clinics will be staged on a pilot basis 
next year by National Assn. of Broad- 
casters. Radio Board decided to try 
two big markets, and two in small, to 
see if NAB should establish program 
service. Trial clinics will be budgeted 
at $2,500 apiece and may bear on 
eventual decision to do something simi- 
lar in TV. 

Out of court: KALI, San Gabriel, 
Calif., and KM EX -TV, Los Angeles, 
have settled differences over reports, 
KALI has announced. The two sta- 
tions has initiated actions in Los 
Angeles County Superior Court 
last year, but now, KALI says, while 
accuracy of the reports in question 
still is a matter of controversy, now 
they arc outdated, and "it is mutually 
believed that "there is little or no 
point to be gained in litigation con- 
cerning them or with respect to any 
financial losses which the use of such 
reports may have occasioned, it being 
reported that the same have since been 
mitigated." Details of the agreement 
weie not announced. 

P.R. Appointment: Rounsaville Radio 
Stations, Atlanta, to Woody Kepner 
Assoc., for national public rela- 
tions. Rounsaville stations: WFUN, 
South Miami, Fla.; WCIN, Cincinnati; 
WLOU, Louisville; WVOL, Nashville; 
WTMP, Tampa-St. Petersburg, and 
WYLD, New Orleans. 

Tucson tourney SRO: Humble Oil and 
Refining (McCann-Erickson) and Rain- 
bo Baking will share sponsorship of the 
Feb. 13-16 Annual Tucson Open Golf 
Tournament on KGUN-TV. Prize 
money for the 72-hole contest is $30- 
000. There will be 11 hours of TV 
coverage over the four days. 

Sponsors getting spring fever? It seems 
so. More than 1 1 weeks before opening 
day, WCCO reported a full line-up of 
sponsors set for its exclusive play-by- 
play of the 1964 Minnesota Twins 
baseball games. They are Theo. Hamm 



Brewing (Campbell - Mithun), Twin 
City Federal Savings & Loan Assn. 
(Pidgeon-Savage-Lewis), Pure Oil (Led 
Burnett), and Wheaties (Knox Reeves). 
Station will carry the entire schedule 
of 162 games plus nine pre-season ex- 
hibitions. 

William R, LaBorde to program di- 
rector for WNDY Indianapolis, new 
5-kw station scheduled to go on the 
air in latter part of February. Pro- 
gramming will be aimed at "young 
moderns," according to LaBorde. 

John O. Downey, CBS vice presi- 
dent and general manager of WCAU 
Philadelphia, named chairman of the 
Radio-Television division of the 1964 
Membership Enrollment of the Fel- 
lowship Commission. 

Charles E. Bell to the post of broad- 
cast division manager of Henderson 
Belk Enterprises. Active in station op- 
eration and ownership in the Caro- 
linas and Puerto Rico for the past 
25 years, Bell was most recently as- 
sociated with Westinghouse Electric. 

Harry R. Link re-elected president 
of Virginia-Carolina Broadcasting 
Corp., operator of WDVA Danville, 
Va. Julian R. Stinson, Hosea E. Wil- 
son, and L. H. Kernodle were elected 
vice presidents. 

Kenneth Edelson to station manager 
and Larry Moyer to program director 
at WGMZ Flint; and Gaylord Sheets 
to station manager and Fred Henzi to 
program director at WABX (FM) 
Detroit, both stations owned by Mid- 
State FM Network. 

A top echelon re- 
shuffle at 
WD AY, Inc., 
Fargo, leaves 
Jack Dunn in 
charge of the en- 
tire radio-TV op- 
eration. 

With the outfit 
since 1931, Dunn 
has most recently 
been general man- Dunn 
ager. His new title 

is executive vice president, succeeding 
Tom Barnes who resigned. 

Jack Lester was appointed TV gen- 
eral manager; Bill Burn, radio general 
manager; and Ken Kennedy, station 
manager. Lester and Burn will also 
continue as national sales managers 
for TV and radio respectively; Ken- 
nedy continues as program-production 
director for TV. 

Ralph Klein to general manager of 
WRYM Hartford-New Britain. He 
has been with many New England 
stations, and was general manager of 
WCCC Hartford and WINF Man- 
chester, Conn. 

Anne Harding retired as manager- 
service division, at CBS Radio. She 
was with the network 30 years. She 
plans to travel briefly, then continue 
her service to CBS Radio in a part- 
time capacity. 

Robert J. Rentschler to director of 
the Mid-State FM Network and sta- 




tion manager of WSWM East Lan-j 
sing. Hell be responsible for the over- 
all programing activities of other mem- 
ber stations of the network. David LJ 
Jerrell was named network program! 
coordinator, with responsibility for 
program development and director of 
continuity and traffic. 

Lu Bassett to local sales manager of 
WSAI (AM & FM) Cincinnati. Hd 
has been with the station eight years] 
in various phases of sales and mer- 
chandising. 

C. George Henderson, executive! 
vice president and general manager] 
of WSOC-TV Charlotte, has been 
named to the additional post Of gen- 
eral manager of WSOC radio. He re4 
places Henry Sullivan who recently re-l 
signed. 

H. Roger Dodson to operations 
manager of KODY North Platte, Neb. 

Mick Tacher to sales manager on 
KOL Seattle, replacing Gil JacobsenJ 
He has been general manager ofl 
KFKF Bellevue since 1960. 



SYNDICATION & SERVICE* 

Television Film Exhibit 64 has apH 
pointed Fladell Advertising Assoc. foil 
industry-wide exhibition to be held 
April 5-8 at Pick-Congress HotelJ 
Chicago. 3M Co. Di-Noc photo and 
decorative products to BBDO, Di-Nod 
was one of nine accounts shifted fromj 
Erwin Wasey, Ruthrauff & Ryaffl 
earlier this year. Seven accounts were; 
moved to MacManus John & Adams 
and one to BBDO. In addition 10; 
Mutual Broadcasting and Di-Noc, 
BBDO is also agency of record for 
electrical products, international, coat- 
ed abrasives and roofing granules 
divisions, and National Advertising, 
Co. subsidiary. 

Centralizing: New York office of Min- 
com Division, 3M Co., has. moved toj 
135 W. 50th St. Mel Lieberman, who: 
heads office, indicated that increase^ 
demand for Mincom's videotape drop- 
out compensator required more cem 
tral location. Office space is shared 
with 3M's Mutual Broadcasting Sys J 
tern. Telephone number is LT 1-1416J 

Sidnej Dimond, who operated Crea- 
tive AsoCs., Boston film production] 
firm, while serving as associate pnjM 
fessor of broadcasting, Boston Univcr-, 
sity, has resigned his educational] 
duties to operate Creative Assocs. futll 
time. 

N. Donald Ringsred, sales repre^ 
sentative, Alexander Film Co., Colo- 
rado Springs, to president, headquart- 
ering at Birmingham, Mich. 

Lawrence F. Costello to national! 
marketing manager for Industrial 
Products Division of Sony Corp. of! 
America, New York. He joined Sony] 
year ago, as eastern regional man- 
ager, when Industrial Products Divi 
sion was formed to market Sonyi 
portable video tape recorder, PV-fOOj 
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THE WEEK IN WASHINGTON 



The AIA'§ planned iialogue between advertising and government people at 
their 8411: Annual Goaf ereace here last weefc struck no sparks? 

T&e- pastel eonf rontatitn with PCC Chairman E» William Henry and FTC 
fhairman Paul Sand Dixon turned into a verbal minuet. Each of the regulatory 
Spokesmen-, including Assistant GMsmiSISiciifi* Wiuton B. Bankin,, mad a a 
mild speech eacpmm&M fcis tff t^Wrt ^iiw^piat en advert is lug's faults and. 
virtues- 

There' was a time at tfce »l*«i© of ike panel, session ?f#r aniy one •question 
#>pts tftft audience for each speakers-nine -of any Consequence or Shedding any 
new light. 



flae thing cam's strong and clear I FCC Chairman Henry Is not Galling quits on 
the oversammerGializatton battle at the FCC, (See story on page 10) 

The JFederal Communications Commission is committed to further action, 
on case by case basis* The staff has never, during the 16 month Henry tenure, 



&t up a ease on the basis of ovtircoimwrciaiiaatittn alone. But things 
are going to be different*. 

Ben'ry said the staff haS been put on the alert? too many commercials 
means pullout for commission Inspection — and not just oa the basis of 
premise versus perftrman.ee, Enough of the eases should form a policy base, 
Said Henry, over the sound of quiet grinding of teeth by broadcasters 
present,. koudness and interrupt ivenes-s will have their day at the FS'C* too. 



Equally strong, and, clear was Hep. Walter Sogers*' declaration -for action on 
his c oamlt t e i-pa ssed bill to bar the FCC fro m regulating commercials, once 
and for all. 



Speaking at a subsequent pans! meeting luring the ocnf erence,, the, irate 
Tjesan said he will push far Btfuse. ang .Senate vote m his bill, farther.: 
lagers will gush f-or a legislative h.eedown to curtail increasing regulatory 
agangf assumption of power, 

tigers* remarks brought the only hefty applause during the two panel 
sessions at the af^-mw meets Seceptisn-of ttee rest of the government ' s case 
l#s polite 1 and unlmpressed a Conference arrangements thoughtfully placed, 
regulatory agency spokesmen in emrlier panel session,, and had them whiskeift 
#iCf the platform, before seating Sogers .and, the two Senate representatives. 

gins, tear ins Neuherger and Philip 'Hart were too busy to appear in person, 
and stat legislative' assistants in their places Michael Pertschuk, speak- 
ing f or HBNtm feub-erger, said, the senate's bill So empower FTC to regulate- 
C/igaretta advertising and. labeling: and give it temporary restraining right, 
.may never pass^may never- Have fco* if iadustff polices its own advertising 
mA i&mesrup ■witl safer smoking. 

In any case^ cigarette advertising must be 'Undfer some government re- 
straint € or the consumer will be falsely ■ ' '< they e, f e .for human 
Consumption, said Pert so hukj leaving the matter a bit cloudy. 
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Will President Johnson's attitude toward business regulation by federal 
agencies emerge as lady or tiger ? 

The question hovered over a lively, no-holds-barred panel discussion 
on "Federal Regulation of Business — Where Do We Go From Here?" during the 
third annual public affairs conference held by the Chamber of Commerce, 
here last week. 

Panel moderator Fred M. Rowe, Washington attorney, said kBJ stand was 
a straddle : he first warned agencies against harassment of business ; now he 
has urged tougher measures for consumer protection . 

A model for business-government debate, the panel debate was bustled from 
one controversial topic to the next by moderator Rowe. 

Argument for regulation was carried by team of Paul Rand Dixon, FTC 
Chairman, and Sen. Philip S. Hart (D., Mich.), crusader for truth-in- 
packaging and truth-in-lending, bills, and chairman of SenaAe Antitrust 
Subcommittee. Opposing were tough anti-regulation Sen. Roman Hrus'ka 
(R. , Neb.), ranking GOP member of the same subcommittee f and Edward F. 
Howrey, former FTC chairman, now Washington attorney, 

A major suggestion that boiled up out Of the argument; 

May we need new antitrust legislation and revised regulatory statutes 
to replace some of the older laws and outmoded approach by over-active 
federal agencies . Said Hruska, also a Senate Appropriations committee: 
member; "Maybe the additional total of 500 staffers requested by 5 of the 
agencies will help hold the heavy hand of government up instead of down^- 
but I doubt it." He expects more and petty cases will result from budget 
increase asked by FTC Chairman . 

FTC's Dixon, with a slow burn, Said congressional buck-pass ©f the 
cigarette labeling and advertising regulationto FTC was far from a picayune 
case . He claims FTC needs more staff to achieve the advisory approach 

business needs to avoid multiple complaint contests. 

In a later exchange, he was asked if the FTC could make cigarette label- 
ing and advertising rules an industry-wide law, as is the case with fur 
labeling, flammable fabrics, et al. Dixon was doubtful. "I think this one 
will hit the courts . " 

Panelist Hruska tore into the whole consumer-protection program:. 

He quoted Consumer Advisory Council booklet, containing 15 pages of 
government sections where consumer finds aid. Now* they want more^ including 
"temporary" injunction by FTC on its own say-So f and power to decide When 
business practices are "inflationary" to consumer . Hruska say this %M 
dangerously usurping policy matters belonging to Congress * 

Sen. Hart countered that congressmen send Constituent consumer com- 
plaints to agency experts, "Obviously we need consumer council guidance. " 
Sen. Hruska had the last Word, and heaviest applause with; " Customer veto 
is the best way the consumer can be heard." 
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Communiques . . . 

NAPTOWN GAZETTE: Don Burden, owner of 
the new radio station WIFE, is tickled to pieces with the 
latest Hooper ratings. Burden, 35-year-old collector of 
radio stations, made a shambles of the ratings with his 
$113,000 give-away promotion. His station landed so 
far in front, it was strictly no contest. 

this does not mean Supt. Wilson should indorse the 
Schwach nm .Tram Why? T ^ think instructional 



it feelstJ 



Whee, fhe people . . . 

In the WIFE radio promotion campaign, Indian- 
apolis Symphony conductor Isler Solomon's wife, 
Betty, won a movie camera. 

His men did a magnificen^flb — this 






Managing Editor of The Indianapolis Times, 
columnist and author of "My Indiana". 
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DON W. BURDEN, PRESIDENT 



WIFE • AM- FN! • INDIANAPOLIS 
KOIL • AM-FM • OMAHA 
KISN • PORTLAND 



SOLD NATIONALLY BY H-Radio 



